


“LOOK AROUND YOUR HOME! your guests do!’’ 


Backed by a stimulating Sales Plan of daring originality and sales power, this 
Kyanize Slogan is for the exclusive use of Kyanize Agents. It is part of the new 
“LOOK AROUND YOUR HOME?” Kyanize Sales Plan, which makes your 
prospects and customers conscious of the need to take brush-in-hand; forcefully 

suggesting interior decoration—and logically leading to the 


antze 


profitable sale of 


A 
s 


QUICK DRYING 


) FINIS HES and ENAMELS 


i To the dealer who looks ahead, this 1930 Kyanize Sales 
| Plan—LOOK AROUND YOUR HOME—presents an 
[| opportunity to tie-up his store with what has proven to 
| be the most successful method yet devised of bringing 
’ in new customers and keeping old customers “sold”. 
We constantly and consistently back up the 

Kyanize Sales Policy of one protected dealer 

in each trading locality, assuring con- 

tinuous REPEAT business. More 

sales and a greater profit are 

assured because of the Ky- 

anize backing of Na- 

tional Magazine Adver- 

tising; Local Newspa- 

per Advertising; Color- 

ful Booklets, Circulars 

and Color Cards; a new 

Window Display for 

each number, Aisle and 

Counter Displays; Di- 

rect Mailings over the 

Dealer’s Name; and an 

unequalled array of 


Dealer Sales Helps. 
Sign and Mail the Coupon 
and ask for the new and _ suc- 
cessful Plan to sell Kyanize Floor 
Enamel—a brand new idea to increase 
sales, 


BOSTON VARNISH CO. 


333 EVERETT STATION, BOSTON, MASS., U. S. A. 
Chicago Warehouse and Office, 525 W. Roosevelt Road 





(am) 

i he (am not) a Kyanize 
Dries Dust , , Agent. Send me the new 
Free in 60 ye 1930 Sales Plan and detalles 
minutes—hard ——= 


in 4 hours 
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ATIONALIZING... 





UT yourself in your customer's 


- shoes for a moment! 


He uses Greenfield taps and gets 
uncannily accurate results. And 
he knows that the Greenfield taps 
he buys next month will perform 


exactly as the taps he is now using. 
Naturally, he is 100%, satisfied. 


And he wants the same dependable 


performance from other small 


tools. 





Isn’t it logical that he will prefer 
Greenfield dies, screw plates, drills. 
gages, pipe tools, reamers ... when 


he has a need for such tools? 


And isn’t it good business for you 
to follow the lines of least resis- 
tance ... give him what he wants? 
Why not take full advantage of 
the good-will one Greenfield small 


tocl creates for the complete line? 


Many leading distributors who 


have concentrated their small tool 


Small [ool Buying 











business on the broad 
Greenfield line say this sensi- 
ble policy has met with wide- 
spread approval from their 

customers, 

The Greenfield Small Tool 

Catalog illustrated above is a 
complete source of supply 
for small tool users. Think 


GREENFIELD’S 


Small Tool Lines 


Screw Plates 
Taps 
'. Dies | 
4. Twist Drills 
». Reamers 
6. Gages 
Pipe Tools - REENFIELD, 


New York: 15 Warren St. 
Chicago: 


Simplify Your Selling! inti; eames Sie 


Detroit: 
228 Congress St., W. 





how rational it is for your 
trade to look to this book for 
every tool need—and to look 
to you to supply it. 


Simplification of lines car- 
ried appeals to your trade. 
And, most important of all, 
it increases your profits! 





Canadian Plant: 
Greenfield Tap & Die Corp. 
of Canada, Ltd., Galt, Ont. 








H. A. Jan. 30, 1930 
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No. 22 Solid Center Auger Bit 
The center stem on this bit gives added 
stiffness and the single spiral easily ele- 
vates chips, making this bit desirable for 
general wood work. 


No. 200 Socket Butt Chisel 


This short thin chisel is a very popu- 
lar tool for all general classes of wood 
work. It has a bevelled edge and a 
three-ply leather tip handle. 


No. 16 Electrician’s Auger Bit 


This bit will bore one inch in eight 
turns and is very popular with electricians 
due to its easy and smooth boring quali- 
ties. 





Fast Sellers in the Tool Line 


The tests that these products 


The three tools shown above are al- 
ways in demand. They are fast sellers 
because they are general purpose tools 
that are in the kit of every good car- 
penter, plumber and electrician. They 
are used on all kinds of jobs from the 
building of a small, one-car garage to 
the wiring of a new metropolitan hotel. 

Greenlee tools win favor because they 
are built right from start to finish. 
The standard of workmanship adhered 


NEW YORK: 15 Warren St. 
BOSTON: 34-38 Binford St. 
PHILADELPHIA: 2401 Chestnut St. 


to in the Greenlee shops fuses quality 
into the tools bearing the Greenlee trade- 
mark. A little higher grade of steel, a 
more careful workmanship on _ every 
operation and a final searching inspection 
explains the difference between these 
high grade tools and those that are 
mediocre. 

The Greenlee claim of quality is not 
a hollow slogan—but is the outgrowth 
of over twenty-five years of fine tool 


DISTRICT SALES OFFICES: 


NASHVILLE: 504 Cotton States Bldg. 
SAN FRANCISCO: Sheldon Bldg. 
LOS ANGELES: 1301 Washington Bldg. 


GREENLEE TOOLS 


building. 
have been subjected to, both in our own 
sheps and in the field, bear out our 
claim that they are of high quality. 
You should be stocking these and other 
fast selling Greenlee tools now. Be pre- 
pared for the spring demand which is 
going to mean*so much to the hardware 
man who has an ample supply of good 
tools on his shelves. Write for your 


copy of catalog 29. 


SEATTLE: L. C. Smith Bldg. 
VANCOUVER: 2808 39th Ave. W. 
MONTREAL: 129 St. Peter St. 






Tools that 
Stay Sold- 

















Greenlee Fool Co., Rockford, 7!). 
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7 How shall I 





Here is the book that explains 
the Goodrich Merchandising 
Plan, worked out by experts 
in retail selling methods. 
Every wide-awake hardware 
dealer should have a copy, 


oiije 


Goopricn MaAaxeEcon 


GARDEN HOSE 
(in the Gold Wrapper ) 








OF MERSIN sar NMR aa Os 


eRe 
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Goodrich makes a Contribution 
to the Independent Hardware Dealer 


EFORE you order 


This plan, however, not 





garden hose for next 
spring’s sales you need 
to know these impor- 
tant facts: 





Instead of dozens of 
brands, dozens of grades 
which are so hard to 
choose from, there will 
be one hose, so adver- 
tised and so well known 


to the public that it will be easier to sell, and 
surer to satisfy, than any hose éver made be- 
fore. That hose is Goodrich Maxecon—to be 
packaged this year in a gold wrapper! Every 


independent dealer should have it in stock. 


But, more important still—Goodrich offers 
an advertising and merchandising plan to 
every dealer who sells this hose. It is a plan 
that not only helps sell more garden hose, but 
shows you definitely how to advertise your 
whole store. Without question it will increase 


the sales of every line you carry! 


Here are a few of the things it covers: 


1. What kinds of advertising should the hardware 


store use? 


2. How to use direct mail advertising. 


3. When should a hardware store use newspaper ad- 


vertising? 


4. The modern hand bill—for increasing sales in every 


line. 
5. Prices and chain-store competition. 


6. How to sell garden hose. 


SJ end for your Free 
copy of The 
Groodrich Pitan — 


send coupon today 


Hy 








YOUR HARDWARE STORE Da. only tells how to do 
aA Zz v Tt these things but pro- 
| A vides a definite means 
i of doing them. Any 


dealer who studies it 
and applies it will be a 
more successful mer- 


chant in 1930. 


One Hose Only 


There is a definite need on the part of the hard- 
ware store for a single grade of hose which the 
dealer can recommend to every customer. 
Goodrich Maxecon is the best hose Goodrich 
knows how to make for home use. The user 
need not be afraid to leave it out in the sun, 
to shut off the water at the nozzle, to drag it 
over cinders or concrete. It will not develop 
leaks or kinks. 


Designed to give the dealer a gross profit of 
nearly 40%. 

A companion hose, Goodrich Rib Cord or 
Goodrich Freshet can be used to meet low- 
price competition, and to help the sale of this 
more profitable grade. 


How to Get This Merchandising Plan 


Jobbers and jobbers salesmen have copies and full in- 
formation. If your jobber cannot supply you with 
Goodrich Maxecon hose, write to The B. F. Goodrich 
Rubber Company, Established 1870, Akron, Ohio. In 
the west, Pacific Goodrich Rubber Company, Los 
Angeles, California. 


advertise my business ?°° 





THE B. F. GOODRICH RUBBER COMPANY 
Akron, Ohio 


Gentlemen: I am interested in the Goodrich Mer- 
chandising Plan. Please send full information. 


Name 





Address. 











H.A.1 





— 
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FIG.2584 : all. MYERS 
ee) SELF-OILING 
' SIX-ROW 
UNIVERSAL 
POWER 


SPRAYER 



























TRACTION Sp 


A rayin Roweg 
ore Jerard ds on Wives Vine 













MYERS SELF-OILING Economy, speed and thoroughness are uppermost in the 
a minds of those who have rowed or field crops to spray. 
SPRAYER Myers Self-Oiling Power and Traction Sprayers represent 
the highest development in mechanical perfection and 
simplicity of operation. Perfectly balanced, rugged and 
dependable, in styles and sizes for the small as well as for 
the more extensive grower, they provide exceptional op- 
portunities for the progressive dealer to reach and sell 
every prospect in his locality. 



































And here is another desirable feature of too much impor- 

tance to be overlooked. When equipped with hose and 

UNIVERSAL i i 

FOUR ROW spray gun—an easy matter to accomplish—Myers Uni- 

POWER versal Power Sprayers are just as practical and equally 

a SPRAVYER efficient for spraying trees and orchards. The success they 

are enjoying can only be attributed to superior construction 

expertly designed to meet exacting conditions wherever 
they exist. 










FIG,2518 MYERS BULLDOZER 


Complete units—engine or traction driven—with dif- 
ferent sizes of pumps, engines and tanks and 
with four or six row booms—with all equipment 

ready for action, will increase your sales and 


FIG. 2514 MYERS SELF-OILING ; 
make satisfied customers for you. 


FOUR ROW 
TRACTION 
SPRAYER 







If you are a stranger to this line or if you 
desire late literature and prices, write or wire 
today. 


nm F.E.MYERS & BRO.co. 


SHLAND, OHIO. 


fates 





‘WATER SYSTEMS - ERS 


PUMPS + WATER SYSTEMS = HAY TOOLS «= DOOR HANGERS 
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TANDA 


s<ationally Advertised 
POULTRY NETTING 


Cut Down —— 
Increase Sales. 


Ae dealers, in ever-increasing numbers, 
stock and sell U. S. Poultry Fence exclu- 
sively....because it is the only netting that 
meets every demand of their trade. . . .because it 
enables them to reduce inventories. .. .speeds up 
turnover. ...increases, sales and profits. . . .dis- 
courages price competition. 


U. S. Poultry Fence is the ONLY nationally adver- 
tised poultry netting on the market... .the only net- 
ting the consumer knows and asks for by name. Ad- 
vertisements in leading farm and poultry publications, 
with circulation totaling millions, are now urging pros- 
pects to buy this modern netting from their dealer. 










Praine 
a iy 





“termi 













ithern. 
agniculterist 








ony 











Let us urge you to take advantage of the constantly 
growing demand for U. S. Poultry Fence! Standardize 
on this fast-selling netting-then watch profits grow! 


U. S. Poultry Fence is sold only through the regular 
wholesale and retail trade. If not familiar with this 
modern netting, write for miniature sample roll. 


Indiana Steel & Wire Company 
Muncie, - + Indiana 
Manufacturers also of 


IMPERIAL 


Farm Fence 
Poultry Fence 
Lawn Fence 
Steel Posts 
Gates 

Flower Border 
Trellis 
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RUST 
RESISTING 











A Splendid Wire Cloth For DOORS 


WICKWIRE PREMIER Steel Screen Cloth is a special, 
extra heavy Wire Cloth which we highly recommend for 
DOORS. It is made of 13 mesh, 32 gauge wire about 50% 
heavier than our standard grades. It is very durable. The 


Wire Is Drawn From Open Hearth Copper Bearing Steel 


which is far more rust-resisting than ordinary 
steel wire. All wire used in this and in ALL 
brands of our Steel Screen Cloth, is drawn 
by us one-quarter gauge OVERSIZE. Made 


extra strong to last extra long. 


We control every operation in the manufac- 
ture of our Wire Screen Cloth—from raw 
material to finished product. 


The finish is a heavy metallic coat of high- 
grade spelter or zinc, applied by our special 


Our Other Products Include 
Cortland Black Enameled 
White Metal Finish 
Cortland Gray-Wick 
Wickwire Bronze 
Wickwire Copper 
Screen Cloth 
Poultry Netting and Stanles 


Sssees""sisee 


improved method which distributes the metal 
EVENLY over the surface of the wire and 
gives the screen cloth a fine appearance. 


Woven with a Blue String in both Selvage 
Edges and wrapped in heavy Blue Paper, it 
is easily distinguished from other grades. All 
widths in even inches from 18 to 48 inches, in- 
clusive, double selvage. Extra wide widths, 
54, 60, 66, and 72 inches. 


Your Jobber Will Supply You 


massage? oceetezy Segsere 28! 
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Is He Worth Raising? 


We refer to the youngster pictured below, just deposited on our door-step by Father 
Time and known as little 1930. 








It was feared the abnormally high blood pressure followed by dropsy which carried away his older 
brother ’°29 might show up as pernicious anemia or general business debility in this infant. 


We hold, however, with those learned doctors who agree that there isn’t anything fundamentally wrong 
with him and that if we will put in a little real effort to bring him up right he will make as good a name 


for himself as any of his predecessors. 
In other words, we see no real reason why you, Mr. Retail Hardware Dealer, should not look to the 


months ahead with confidence so long as your business is operated in an efficient and economical manner. 


There must be no unnecessary overhead or duplication of effort, no time lost in buying which could be 
more profitably used in high grade, intelligent selling. 


All the more reason, then, why you should depend on the jobber for the bulk of your merchandise, 
since the jobber is still the most economical medium of hardware distribution from manufacturer to 


retail dealer. 


The Geo. Worthington Co., we feel, is particularly fitted to supply its dealers with the exacting service 
and wide variety of salable merchandise necessary to make 1930 the kind of a year you want it to be. 


In addition, we will continue our “Anniversary Specials,” first brought out last year in celebration of 
our 100th Anniversary. These specials are Quality Merchandise at Competitive Prices—Outstanding 
Bargains which you can feature to prove Your Store is out in front with real values. 


The Geo. Worthington Co. 
1829 Cleveland 1930 
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Keep Moving 
the Goods 


Countless tons of hardware 
are regularly hauled from 
Manufacturers’ Plants. On 
to the jobbers to be shipped 
to the dealers—who keep it 
moving to a ready, waiting 
market. 


This ready, waiting market 
is stimulated by the Dealer 
—largely through the prac- 
tical merchandising stories 
and proven sales creating 
ideas furnished him weekly 
by his trade paper, Hard- 
ware Age. 


Hardware Age keeps mov- 
ing the goods. 


Hardware Age 


239 W. 39th St. 
New York City 
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SUGGESTED RETAIL PRICE—$1.00 
No. 713 No. 563 No. 605V 





PADLOCKS 








worth selling 
and buying me SUGGESTED oe PmICE—s1.25 









The hardware trade 

can profitably sell 

more good padlocks 
- 


SUGGESTED RETAIL PRICE—$1.50 
No. 805F No. 1 No. 8454 





SUGGESTED RETAIL PRICE—$2.00 


No. 7121 No. 726 No. 417 


Donr sell anything you would 
not use yourself « « Get out of the 
competitive price class « « Sell mer- 


chandise price competitive stores are 





not organized to sell « « You have 
trained men behind your counters that know padlock value « « Don’t sell a customer a 
padlock he wouldn’t buy if he knew the security was poor « « Be a service-giving hardware 
merchant and sell the kind and type of padlocks your customer should have « « The Yale 
Padlocks shown here (and many others that are listed in the new Yale catalog) carry reason- 
able suggested retail prices « | THEY GIVE THE CUSTOMER SERVICE AND SATISFACTION... 
THEY GIVE YOU A REAL PROFIT « « Yale locks and hardware are sold by hardware dealers. 
THE YALE & TOWNE MFG.CO., STAMFORD, CONN., U. S. A. 
YALE MARKED IS YALE MADE 






Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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WHEN THE 
BUZZING 
STARTS eee 
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be ready for the screen cloth business that will come 


ease the mosquito starts buzzing and 
the fly is already here, then almost 
immediately there'll be a third buzzing... 
a buzzing around your store. Your cus- 
tomers need not be urged to protect them- 
selves from pests. 

The wise move would be to prepare for 
the demand that is sure to come this spring 
especially when you consider how rushed 
these people willbe once the buzzing starts. 
Through the Chase warehouse system you 
have an infallible source of supply .. . 18 
warehouses strategically placed through- 
out the country, and in practically every 
important city a jobber’s stock of Chase 
Bronze and Copper Screen Cloths. 

But the convenience of such a ware- 
house system, the very ease with which 


CHASE BRONZE 


A PRODUCT OF CHASE BRASS 


you may secure this non-rustable screen- 
ing, may induce you to delay your order. 
Don’t let it. Prepare to hold the business 
that comes to your doors. When the sea- 
son opens, be ready with an adequate stock 
of Chase Bronze and Copper Screen Cloth, 
and we'll assure you of a dependable all- 
season service on pick-ups. 

Chase Bronze and Copper Screenings 
are made to be uniform in mesh and are 
kept so by a deep crimp in each wire. 
They cannot rust, and so afford year-after- 
year protection against buzzing pests. With 
an antique or bright finish, these Chase 
Screen Cloths may be had in 14, 16 or 18 
mesh and in all even widths from 18 to 
48 inches. Order your full supply before 


the buzzing starts. 


SCREEN CLOTH 


AND COPPER CO. — Incorporated — 





Waterbury, Conn. 


WAREHOUSES—New York . . . Boston . . . Newark . . . Philadelphia . . . Baltimore . . . Cincinnati 
Cleveland . . . Detroit . . . Chicago. . . St. Louis . .. New Orleans . . . Los Angeles . . . San Francisco 
Buffalo. . . Milwaukee... Minneapolis... Seattle... Oakland... (Also Branch Offices in Pittsburgh and 


Dallas.) Canadian Rep.: W.E. Booth Co., Ltd., Toronto, Ontario. Mills and Home Office,Waterbury,Conn. 








CHASE 


The mark that identifies good 
brass and copper products. 
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Links and Rivets 


CHAIN is as strong as its weakest 
link. So, too, the strength of any 
product held together by means of 
rivets is largely determined by the © “»., 
quality of the rivets used. Our rivets 
are made from special metal that in- 
sures maximum strength. 
inspection keeps our Tubular and 
Clinch rivets uniform in quality. 


Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
San Francisco, California. 


Otpproved | 


—— by the keenest 
buying brains in the country 


TUBULAR RIVET & STUD 


COMPANY 


BOSTON 


Constant 












The largest Ps. 
factory inthe i 

world devoted 
lo the manu~ 
facture of 
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“Referred to more than any other catalog by our 
entire buying department. We consider it the 


best book of its kind published” 


BROWN-CAMP HARDWARE CO., DES MOINES, IOWA 




















Jj] THE NEW 1929-1930 ANNUAL EDITION OF 


Hardware Age Catalog 


lists more than 15,000 manufacturers of hardware and allied 
products under their product headings, alphabetically arranged. 
e More than 6000 additions and corrections give this indispens- 
able help to hardware buyers, greater value to jobbers and re- 
tailers than ever before. @ Also, nearly 300 leading American 
manufacturers have placed illustrated buying information near 
their product listings for the greater helpfulness of these hard- 
ware buyers.@ It gives us much pleasure to announce the recent 
publication of this specialized hardware buyers guide, de- 
veloped solely to fit the needs of the hardware trade. 


HARDWARE AGE CATALOG «© 239 w. 39th St., New York City 
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“HAVE A LOT, 
JOE, TAKE SIX.” 


“Right in the middle of the job—all 
ready to slip’ on the lock washer, and 
y he picked up six in a bunch. 

: “Good Lord, how he swore !!” 








Whatis the use selling your customers 
p lock washers that tangle when you can 
sell them better ones that don’t? 

The old-fashioned lock washer will 
soon be a thing of the past. Kantlinks— 
» the new improved spring lock washers 


The American Nut & Bolt Fastener Co. 
Pittsburgh, Pennsylvania 


The National Lock Washer Co. 
Newark, N. J., Milwaukee, Wis. 





The Positive Lock Washer Co. 
Newark, New Jersey 


Pat. Jan. 3, 1928 
that do not 


tangle—save time, 
money and trouble. 
They have greater holding power and 
they do not rust. 

Specify Kantlinks on your next order 
and then tell yqur customers about 
them. For more information write to 


any one of the manufacturers listed 


below. 


Made and sold under license 
by the Kantlink Manufacturers: 


Beall Tool Co. 
East Alton, III. 


The Mansfield Lock Washer Co. 
Mansfield, Ohio 


The Reliance Manufacturing Co. 
Massillon, Ohio 











SPRING LOCK WASHERS 
DO NOT TANGLE DO NOT RUST 


THEY PAY THEIR ENTIRE COST IN TIME SAVED~- SOMETIMES EVEN MORE 
PE LL I RRR He 
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Dee Da Be Dee Deel Ee Dee ie ee Se et Be Bt ee Se Rt 
And Now — Chromium Plate 





No. 03246 
Tumbler Holder 
No. 03246, White Finish 
No. X3246, Chromium Finish 
No. 3246, Nickel Finish 








No. 03352 
Tumbler Holder 


No. 03352 
White Finish 
No. X3352 


Chromium Finish 


No. 3352 
Nickel Finish 


EECESSSSECTSCCSTSSSSETSSSSSTTTETTES 





Your customers who own automobiles know the 
advantages of this superior finish. Bath Room Fix- 
tures are Chromium Plated also. 


RINGCO 


Bath Room Fixtures 


are like the bright parts of a high-grade car, they 
require no rubbing or scouring as they never tar- 
nish. And they never rust because their body is 
SOLID BRASS. . Send for latest Catalog and 


Prices. 
We also make Furniture Trimmings, Upholsterer’s Nails, 
Grommets and Washers 


AMERICAN RING COMPANY 


Waterbury Connecticut 
Branch Offices: 


Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 
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PAINTERS 
DECORATORS 
MACHINISTS 
MILLWRIGHTS 
STEAM 

FITTERS 
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FOR CATALOG 
AND LATEST PRICE LISTS 


W. W. Babcock Co., 


H2USEWIVES 
FARMERS 
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CLEANERS 
CARPENTERS 
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TRADE MARK 


WINCHESTER 

















Week of 
Jan. 26th to Feb. Ist 


biLend We Your Knife” 


**Lend me your knife’ — 
that’s a phrase we hear 
too often. When every- 
body needs a knife so 
many times a day, there’s 
ho reason in the world 
why everybody with a 
pocket or a watch chain 
shouldn’t carry one. 


[It’s an easy point to prove 
—if you only take the 
trouble to suggest it to 
yourcustomers. And 
most of the time. you 
don’t even have to sug- 
gest it in words. Just keep 
a representative assort- 
ment of Winchester pock- 
et Knives on display and 
their brightly polished 
blades and handsome 
covers will do all neces- 
sary talking. 


From rugged hunting 
knives and campers’ 
knives to finest of gentle- 
man’s pocket knives with 
shadow pearl or engine 
turned nickel silver han- 
dies. Winchester designs 
meet every need and 
whim in pocket cutlery. 


{ 





es 


bd 








WINCHESTER 
KNIVES GIVE YOU THE EDGE 


‘oa give you the sharp cutting edge which 
will help you more than anything else to gain 
an edge on sales. No matter how handsome the 
cover, no matter how well made, the customer will 
“euss you out” if he finds his knife won’t cut. 


Winchester Knives are sharp knives. Ask your 


jobber to show you samples af: 


3946—A gentleman’s stag handle pocket knife 
with spear-pen and file blades of Stainless Steel. 
4301—A beautiful pearl handled pen knife with 
spear-pen and pick file blades and scissors, 


or any one of the many other Winchester styles. Test the 
sharpness of the blades and you’ll be as proud to show 
them to your customers as you are to display a Winchester 


Gun. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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The Line for Year-Round Profits 


U. S. Retail Prices Instant- 


STG Lite Lamps, $9.50 and up. 
. Instant-Lite Lanterns, 
: + $8.50 and up. 
+P 









COLEMAN INSTANT-LITE 
LAMPS AND LANTERNS 


No generating, no preheating. Light in- 
stantly ... just strike a match and turn a 
valve. Lamp founts are beautifully finished 
in crackle effect Brown Gold or Forest Green 
Colac Lacquer. Have artistic Kremelite 
Shades. Lanterns have mica chimney, mak- 
ing them weatherproof. Both Lamps and Lan- 
terns have built-in pumps. .. can’t get lost. 


COLEMAN 
SELF-HEATING IRON 


“Smooths the Way on Ironing Day”. Can 
be used anywhere. No hose or cords. Heat 
can be regulated instantly. Bodies finished 
with colored porcelain enamel. Handles en- 
ameled to match. Model 4 (Blue) lights in- 
stantly. Model 5 (Spring Green) is Torch 
Generating. 


. a 











- COLEMAN 
AIR-O-GAS STOVES 


Bring city gas cooking convenience to 
homes beyond the gas mains. Make and burn 
their own gas. k faster than natural gas. 
Beautifully finished in white porcelain, French 
Gray enamel or black Japan. 2, 3 and 4-burn- 
er models. All have patented Coleman 
Instant Starter . . . just scratch a match and 
turn a valve. U.S. Retail Prices, $25.80 and up. 


(FD9) 











EVER has the Coleman 

Line been so complete. 
Never has the profit outlook 
from these popular products 
been so promising. With 
nine ready-selling items and 
all their parts and accessor- 
ies, it’s truly a year-round 
line. From January Ist to 
December 31st you will 
always have several Cole- 
man Products in season. 


Coleman National Advertis- 
ing—both radio and _ publica- 
tions—will be busy throughout 
1930, paving the way for sales 
and profits forColeman Dealers 
everywhere—for you. 


Check over the ColemanLine 
as illustrated on this page. Are 
you pushing ALL these items? 
If there is even one of them 
that you don’t carry, you are 
missing just that much. Better 
get in touch with your jobber 
or your nearest Coleman office. 


The Coleman Lamp & Stove Co. 
General Offices: Wichita, Kansas, U.S. A. 
Factories: Wichita, Chicago, Toronto 


Branches: 
Philadelphia, Chicago, Los Angeles 





COLEMAN 
HOT RAY 
HEATER 


A compact little heater designed 
especially for small rooms. Produces 
focused heat you can “spot” where 

‘ou want it. Can be used for a health 
amp, too. Produces infra-red rays... 
like sunshine. Adjustable burner can 
be used for light cooking. 














} VU. S. Retail 
, Prices: 
\ } Coleman 

i Quick-Lite 
Lamps, $7.50 
and up. 
Coleman 
Quick- Lite 
| Lanterns, 


\ $6.75 andup, 
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COLEMAN QUICK-LITE 
LAMPS AND LANTERNS 


Light quickly with matches:. Give up to 
200 candlepower of clear-white, natural day- 
like brilliance mccosting to pressure used. 
Safe... cannot spill fuel even if tipped over. 


Lantern has mica chimney that makes it 
wind-proof, rain-proof, bug-proof. 





COLEMAN 
HOT WATER HEATER 


Used with a standard water tank it makes 
a handy hot water system that can be in- 
stalled wherever there is running water. Has 
improved Match Generating Preheater. 
a hot water is ready in 10 minutés 
or less. 





COLEMAN 
RADIANT HEATER 
Model No. 5A 


Provides cozy warmth any place any time. 
Portable, always ready. Lights in a jiffy... 
strike a match and turn a valve. Spreadsa 
zone of penetrating radiant heat ... warm 
as sunshine. De Luxe model 5A has Instant 
Stafter and Lrg g tery Automatic Fuel 
Regulation. U. S. Retail Price, $30.00. 


PRESSURE GAS 
APPLIANCES 
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The retailer must be 
Coach as well as Captain... 


As the head of your business, 
you are both captain and coach . . . you teach 
your players, plan the plays and call the signals. 
Do all your men know your desires in regards 
to pushing the sale of quality products which 
are sold exclusively through the hardware dealer 
and wot to chain stores and mail order houses? 
Do they know which lines are which? Do 
they know that McKinney sells its products 
to the hardware trade exclusively? . . . House 
policies are of small value unless your en- 
tire organization knows, appreciates and follows 


those policies. 


President 
McKINNEY MANUFACTURING COMPANY 


PITTSBURGH, PENNA. 


McKINNEY HARDWARE 
The Jewelry of the Home 


STRAP, T AND BuTT-HINGES; NON-MonrTISE 
BUTT-HINGES; MCKINNEY FORGED IRON 
HARDWARE; GARAGE HARDWARE AND PADLOCKS 





we 








ARE YOUR WINDOWS LIARS? 


By LLEW S. SOULE 


AN a store window lie? 
Certainly it can create untruthful impres- 
sions of the store, and the merchant it repre- 
sents. There are far too many display windows of 
hardware stores, which on that basis, merit the term 
Liars. 

Only a few weeks ago, we wére in a progressive 
town in the center of a prosperous community. As 
we walked down the main street we came to a hard- 
ware store with a large, clean, well lighted, and well 
trimmed display window. It presented an alluring 
invitation to “come in”; it spoke volumes as to what 
the prospective customer might expect should he 
enter the store. 


That Window Was a Liar 


It said as plainly as a window could say: “Come 
into a clean, well lighted” store. It lied. We opened 
the door to a dark and dingy salesroom, with dusty 
shelves and unkempt show cases. 

That window by implication said: “A hearty wel- 
come awaits you inside.” It lied. There was no 
welcome whatever, not even a “good morning.” Two 
employees lounged behind counters, well toward the 
rear. They may have looked up, they may even 
have smiled. It was too dark for us to see. At 
least they said nothing, until we started to leave some 
time later. 

That window, through its display, implied that 
inside the store we would find a variety of up-to-date 
merchandise displayed on modern fixtures. Again 
it lied. The merchandise was arranged hit-or-miss 
on shelves that rambled to the ceiling, or jammed in 
bins under dark counters. About the only thing 
that approximated display, was the miscellaneous 
collection of odds and ends piled on the tops of two 
gas ranges. Even the merchandise shown in the 
window, was “out of sight,” so far as the salesroom 
was concerned. 

That window said: “Come in and meet a progres- 
sive merchant.” Once more it lied. We actually 
met no one. As we started to leave some one from 
the dusk in the rear called out “Sumpthin for you?” 
We truthfully answered “No,” and walked out. 
Evidently the people of that town know that the 


window is a liar. Nota single customer entered the 
store while we were there. 

That same day, in that same town, we visited an- 
other hardware store. It too had a large, modern 
display window. But—the display in that window 
was “nothing to write home about.” The glass was 
not spotlessly clean. Dust on the goods indicated 
that the trim had been installed for some time. One 
of the pyramids had fallen, and the merchandise was 
sprawled over the floor of the window. The invita- 
tion implied was merely: ‘This is an unprogressive 
store; come in if you want to.” 


That Window Was a Liar 


We opened the door to a well lighted, clean sales- 
room, where up-to-the-minute merchandise was dis- 
played in the modern way on open top display tables. 

The window indicated a lack of welcome to those 
who might enter. It lied. We were greeted as soon 
as we came through the door. It was a cordial 
greeting, backed up by courtesy and service. 

The window said in its way: “Come in and you 
will meet a careless, slipshod store keeper.” Oh, 
how it lied. We actually met a live, progressive 
dealer, whose store methods were as up-to-date as 
his merchandise and fixtures. 

Before we left we complimented him on his store, 
but asked him: “Why do you allow your display 
windows to slander you as they do?” ‘What do 
you mean?” he asked. “I don’t understand.” 

In answer we led him out on the walk. ‘Does 
that window tell the truth about you and your 
store?” we queried. Quickly the idea hit home. “No 
it don’t,”’ he said crisply. “We’ve been busy with 
inventory, etc., and we’ve neglected it. I’m just 
beginning to realize what a mistake I’ve made. No 
wonder sales in some lines have fallen off. Take it 
from me, this is the last time it will be allowed to 
lie about me.” 

These are two instances of opposite type in both 
of which the store window misrepresented the facts. 
The latter involved only carelessness; the former 
was almost criminal. Both reacted against inde- 
pendent hardware retailers as a class, as well as 
against the individual dealers. 

Are Your Store Windows Liars? 
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OTION pictures have a 
powerful influence on the 
American public. Being 

high spots of current interest, they 

provide a timely and unusual means 
of creating universally appeaiing 
window displays. 

Foremost among the agencies that 
influence public opinion, the “movie” 
and now the “talkie” have become 
household necessities, and their 
showing rarely fails to arouse great 
interest among all ages. Such form 
of entertainment can be successfully 
used to attract interest to a mer- 
chant’s window by providing a set- 
ting for merchandise display that 1s 
timely and unusual. 

Last spring a mid-West dealer se- 
cured a lithographed cut-out from 
the manager of his local moving pic- 
ture theatre. Using this as a back- 
ground, and with the aid of a few 
well-worded show cards, he created 
a display for spring merchandise 
that was instrumental in bringing 
many new customers into the store 
as well as increasing sales to the 
regular trade. 

When the “talkies” came to Na- 
cogdoches, Tex., they stirred that 
city tremendously. Everyone was 
discussing the new innovation. Sens- 


This photo and the one opposite 
show the double window display 
used by Knight & Wall of Tampa, 
Florida, when the picture, “Hell 
Harbor,” was “shot” there. 


ing this situation, Robert Monk, dis- 
play manager of Cason, Monk & 
Co., hardware dealers of that city, 
quickly resolved to take advantage 
of the opportunity by tying up a 
window display with the talking pic- 
tures. 

A careful survey of the company’s 
stock disclosed many items which 
fitted well into the plan that was 
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being formed in the head of this 
progressive hardware man. Some 
showcards were prepared, a_back- 
ground panel obtained and about 
three dozen items were taken from 
regular stock. The result was this 
most unusual display which is repro- 
duced. 

Mr. Monk had some thirty-five or 
forty items in his “all star cast.” 
Each “talked” in an appropriate 
manner through the card attached 
to it by means of brilliant red cord. 

Among the choice bits in this 100 
per cent talking window display 
were: 

Coat hook with, 
on me.” 

Level with, “If you are on the 
level, I am.” 

Bottle of glue with, “My boss told 
me to stick to it.” 

Pliers with, “I may jaw some, but 
I never get tired.” 

Emery wheel with, “Life to me is 
a steady grind.” 

This display was directly respon- 
sible for many sales and indirectly 


oer 


They all hang 


An “all talking” window display by Cason, Monk & Co., Nacogdoches, Texas. 
The cards are further described in this article. 
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Two Southern hard- 
ware stores capitalize 
on the popular interest 
in the newer forms of 
screen plays 


responsible for others, says Mr. 
Monk. He also reports that custom- 
ers would inspect the display and 
then invariably look at the com- 
pany’s three other display windows, 
seeing items that were needed. 
Down in Tampa, Fla., there is just 
as much interest in motion pictures 
as can be found in Texas. In fact, 
residents of Tampa recently had an 
added treat through the selection of 
that city by Inspiration-United Ar- 
tists Studios for the “shooting” of 
“Hell Harbor,” an all-talking pic- 
ture. 

A large cast was brought to 
Tampa, including Lupe Velez, John 
Hallin, Jean Hersholt, Al St. John 
and many others. 

Again a hardware dealer was 
quick to capitalize the civic interest 





The bar-room scene in “Hell Harbor,” which made the display of Knight & Wall, 
Tampa, Florida, a much talked of one. 


for his own benefit. Knight & Wall 
Co., retail distributors in Tampa. 
showed in their windows the two 
displays reproduced which were the 
result of much effort on the part of 
Robert L. Gatliff, display manager. 

One window showed “Honky- 
Tonk,” the saloon of Hell Harbor. 
The bar was built along the same 
lines as the bar in the film, and the 
characters represented by the wall- 
board cut-outs were those promi- 
nent in one scene. The figure with 
the foot on the bar had action, as its 
arm and head were hinged, with a 
string running through an overhead 
pulley to an electric fan motor in an 
extreme part of the window. The 
action was of a man drinking. 

The bartender was a mechanical 
figure with moving head, eyes and 


mouth. These two bits of action in 
this most unusual window for a 
hardware store were sufficient to at- 
tract thousands of people. The dis- 
play, according to Mr. Gatliff, ‘“was 
the talk of the town and will be for 
many moons.” 

A second display, based on “Hell 
Harbor,” was also shown in the 
Knight & Wall windows. It repre- 
sented the “Honky-Tonk’” dance 
hall. Cut-outs and photographs of 
leading players in the talking picture 
added to its effectiveness. Of par- 
ticular interest is the figure in the 
foreground. The head consisted of 
an enlarged photo of Lupe Velez, 
featured player, which had been 
mounted on the wall board and care- 
fully cut out. This brought closer 
reality to the display. 


You don’t have to preach honesty to a man with a crea- 


tive purpose. 


Let a human being throw the weight of 


his soul into the making of something and the instinct 
of workmanship will take care of his honesty—Walter 
Lippmann. 


Happiness is often increased by misfortune. 


rainbow is always brighter after the storm. 
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Hirty YEARS FROM Now 


passed away. When one stops and thinks, the most 


studying the greatest of all riddles—man. Every 

great religion is interested in this theme. Each 
prophet, each philosopher, has figured out his answer to 
the riddle. Still man goes on generation after genera- 
tion living on this earth, and those who think are still 
studying the riddle. Not only have we the riddle of the 
origin and descent of man, but we also have the riddle 
as to just how man can live best with the few years 
allotted to him on this earth. Socrates and other great 
philosophers devoted their lives to this problem. Plato, 
the pupil of Socrates, in his treatise the “New Republic,” 
attempted to work out the scheme and plan of an ideal 
state. His ideas have interested philosophers and 
scholars from that day to this. If you wish some inter- 
esting reading out of the ordinary, go to your library 
and get a copy of the ““New Republic” by Plato. 


| pernees all the ages philosophers have been 


As one passes middle life our ideas change on many 
subjects. We place a different valuation on different 
things. Many of the dolls that we were fond of in our 
youth turned out to be full of sawdust. We find that 
much of our energy and time has been devoted to chas- 
ing rainbows. 

Probably one of the greatest pleasures in life is one 
that most Americans entirely neglect. This pleasure 
costs nothing. On the other hand, it develops the mind 
and imagination and leads to greater pleasure. I refer 
to meditation. It does not cost any of us a cent to set 
aside a certain amount of our time just to think. By 
meditation, I do not mean simply indulging in reveries 
and day-dreams, although these are a pleasant relaxa- 
tion and should not be entirely neglected. Nothing is 
more restful than to just allow the mind to follow its 
own will. It is curious sometimes where we land in this 
world of dreams. 


L AST night as I was just about to leave the city, it 
occurred to me I must write an article in advance. I was 
utterly devoid of ideas. My mind was a blank, so I re- 
laxed in my easy chair and allowed my mind to travel up 
and down the world at its own sweet will. Suddenly from 
somewhere came the thought—What will the United 
States look like in fifty years? Is humanity going for- 
ward? Are we to have real progress or will there be a 
reaction in the world such as the world has suffered 
many times since history began? Empires have risen 
and fallen, savages have become civilized and then 
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unexpected things happen. Anything can happen. 
Undreamed of things do happen. From small unnoticed 
beginnings and obscure causes, the most stupendous re- 
sults follow. 


I spent all the year of 1913 traveling in Europe. I 
saw the very best in literature, in architecture, in art, 
in culture, that the greatest nations of Europe had to 
offer. I saw beautiful cities and met interesting, highly 
civilized people. I stood in cathedrals and listened to 
soul-inspiring music. Suppose someone had told me 
that within a few months all of these nations would be 
at each other’s throats, scratching and tearing like wild 
animals. Such a thing would have been unbelievable. 
Still it happened. 

When I was a boy I loved to read “Jules Verne.” I 
traveled with Captain Nemo under the sea. I went 
around the world in eighty days. I was shot by a 
cannon and wounded. Jules Verne was a scientist with 
an imagination, and strange to say some of his wildest 
dreams have come true. 


As I sat in my reverie the thought kept coming back 
again and again to me—wouldn’t it be interesting to 
figure out what you think is going to happen in the 
world the next fifty years? You might write your 
thoughts in a manuscript and leave it in an envelope to 
be opened fifty years from now by one of your descen- 
dants. It would be an interesting thing fifty years 
from now to open a manuscript of that kind—a voice 
from the past sounding the future. 


Then my next thought was if I happened to be an 
editor of some one of our great magazines, with millions 
of subscribers, what a great idea it would be to write 
to a number of experts in various fields of industry, 
science and art, and ask them to write an article giving 
their guess as to what would happen in their particular 
field in fifty years. 

My guess is, that the world in the next fifty years 
will be more influenced by methods of transportation 
than any other factor in life. Therefore, I would first 
write to some leading railroad president and ask him to 
tell me what in his opinion the railroads would be like in 
fifty years. Then, of course, we would write to a ship- 
ping man to tell us about the ships of the future, and 
to a flyer to tell us his view of flying, and to an auto- 











mobile manufacturer to tell us what is going to happen 
to automobiles. Here in America, it seems to me that 
in the past twenty-five years our civilization has been 
more affected by the automobile than by any other thing. 


The next question I would like to ask and I have asked 
this question of some great business men—what effect 
will transportation have on business in the future? If 
flying becomes common, if all of us have a cheap flying 
machine on the roofs of our houses, if we can fly two 
or three hundred miles an hour with practically no effort 
and in safety, how is that going to affect business? Will 
there be any small towns and any small dealers? How 
will flying affect the delivery of goods? Just sit down 
and think out the various possibilities of transportation. 
Nothing will give your tired mind a better rest. 


Next, what is going to happen in our cities? Present 
automobile conditions in cities are impossible. They 
cannot continue. Will we have a landing field on every 
roof? Here in New York when I went up to the top 
of the Woolworth building and looked down upon the 
city, I was impressed with just one fact: what an 
enormous waste of space on the roofs of our buildings. 
Why is not this space used for gardens, for playgrounds ? 
Think of children playing in the streets or with no place 
to play, with all this waste space in New York. 


r ROBABLY our cities in fifty years from now will be 
practically turned upside down. Shops instead of being 
on the first floor will be on the tops of buildings—better 
air, better light, and bridges across all the streets from 
one building to another. The lower part of the build- 
ing where it is dark and grimy will only be used for 
storage purposes. Therefore, I would ask some great 
architect to describe for my magazine the city of fifty 
years from now. 


How about medicine? Along what line will medicine 
develop? The chief of some great hospital can ¢er- 
tainly give an article. 


Then of course, there is religion. Will the various 
sects pull further apart, or will they grow together? 
What will be the evolution of religious belief? Will 
we become more religious based on the religious ideas 
of the present and the past, or will religion change? 
Will ethics in a large measure take the place of religion? 


What about government? How will the present dis- 


By SAUNDERS NORVELL 


armament and peace plans work out? Will we have 
more law or less law? Will the government be more 
centralized or will it be localized? Will we have less 
democracy and more dictators? What will happen to 
kings and queens? At the recent wedding in Italy, 
there were more ex-kings present than real kings. 


But most of all, what about education? Will we 
continue to teach facts, or will more attention be de- 
voted to teaching people how to think? Will there be 
teaching in morality and in ethics? Will it be realized 
that taking moral teaching out of the schools is simply 
producing a materialistic nation? In the education of 
the future, will there be more stress laid upon spiritual 
values ? 


It would be interesting to read an article by some 
great college president giving his views of education 
fifty years from now. 


Just in passing, there is one thing I would like to know. 
What do colleges do that lead men to leave all their 
fortunes to colleges, and forget all about their empléyees 
and relatives? Just what is it? A man who owned a 
great business, not built up by him but entirely by others, 
recently died and left $5,000,000 to one college. Not a 
single bequest to any of the men who built up the busi- 
ness for him. Now what I would seriously like to 
know is what do the colleges do that lead men to make 
such great gifts? I am not criticizing either the colleges 
or the gifts. I wotild simply like to have information. 


How about talking pictures and the radio? What is 
going to happen in these departments? What about the 
telephone of the future? 


Suse before taking the train, I am dictating this article 
hurriedly in the hope that some ‘great magazine will 
grasp the idea and arrange a series of articles by top 
men in various lines of human endeavor, telling us 
frankly just what they think is going to happen in their 
particular line, or rather what will be happening in 
their line in the year 1980. Of course, this suggestion 
is worth money. I might make money out of it, but 
like Carnegie I am trying to die poor, and that reminds 
me that one of my friends remarked after the recent 
Wall Street debacle that Carnegie would have delighted 
in what happened, because what happened helped so 
many people to shed some of their wealth. 
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The paint department in the Gegus Brothers store presents an in- 
viting appearance as a separate room is justifiably devoted to 
paints exclusively. 
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One view of the Gegus House Furnishings Department is shown 

in the above photograph, while the window display illustrated be- 

low depicts the means employed to increase the firm’s paint volume, 
which often attains a monthly total of $9,000. 
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This SAGA 


OF THE FIVE 


GEGUS 
BROTHERS 


Furnishes a 
Hardware Parable 


aris of pers the re- 

wards of perseverance, in- 

tegrity and ambition, the 
completely remodeled store building, 
valued at $100,000 and occupied by 
the hardware firm of Gegus Broth- 
ers, 8009-13 West Jefferson St., 
Detroit, Mich., stands as material 
proof of substantial success. Note- 
worthy, too, for the Gegus broth- 
ers were Hungarian born, but re- 
gardless of this handicap, they 
adapted themselves to American 
ideas and ideals. This enabled them 
to achieve success during the post- 
war period, which is generally rec- 
ognized as a trying era in retail hard- 
ware circles. 

As youths, the Gegus brothers, in 
their native Hungary, became im- 
bued with the conviction that the 
United States offered better possi- 
bilities for their future. Accord- 
ingly, plans were made for their mi- 
gration, but due to the expense of 
the trip, the brothers resolved to 
come one at a time as they could 
afford it. Stephen, the eldest broth- 
er, then 26 years old, was the first 
to leave Hungary, and arrived in 
New York in 1907. Employment 
was secured as a laborer in the 
Studebaker plant. Though Stephen 
found it difficult at times to adopt 
the new customs of a strange coun- 
try, he made the most of every op- 
portunity to improve his knowledge. 
Through attending night school, he 
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was taught the three “R’s,”’ and 
learned to speak English. After a 
time, through the utmost frugalness, 
he was able to save sufficient money 
for Joseph’s passage. Joseph was 
the second son and is now the store’s 
manager. 

Joseph arrived in 1909, bringing 
with him his wife and youngest 
brother, Paul. Joseph and Paul, em- 
ulating the example established by 
their older brother, Stephen. 

In a comparatively short time they 
were able to advance money for 
passage to Emery, the third son, 
who in turn went through the same 
procedure, and in 1911 John, the 
fifth brother, arrived in America. 
It is interesting to note that four 
years transpired before the migra- 
tion had been completed, and the 
five brothers were again united on 
foreign soil in 1911. In the mean- 
time, Joseph had purchased a small 
cigar store, the stock of which in- 
cluded some general merchandise. 
Joseph made the cigar store a suc- 
cess. It was located in a Hungarian 
neighborhood of Detroit, and Joseph 
made it a point to cultivate friends, 
and established a reputation for his 
honesty. During this time the other 
four brothers had watched their sav- 
ings grdw until they represented 
neat sums. 


Then opportunity came. Just 
across the street from Joseph’s cigar 
store a firm had been operating a 
combination furniture and hardware 
store. The furniture business was 
good, but the hardware end of the 
business suffered from neglect. As 
a result, the proprietor decided to 
dispose of the hardware stock and 
upon discussing the subject with 
Joseph found him interested. Joseph 
was convinced that the locality of- 
fered a splendid opportunity for a 
good, well-managed hardware store. 
After talking over the proposition 
with his four brothers, they pooled 
their resources and purchased the 
store in April, 1920, for a consid- 
eration of $17,500. 

Shortly thereafter their troubles 
started. In 1920 the value of the 
merchandise comprising their stock 
decreased alarmingly. It became ob- 
vious that many lines were over- 
bought. They learned that consid- 
erable money was tied up in dead 
stock. The store’s volume dwindled. 
The only experienced hardware 





Stoves are a lucrative line in the Gegus store. Window displays of 
stoves and stove goods similar to the above aid in stimulating sales. 


salesman in their employ remained 
only a week with his new employ- 
ers. Prospects appeared to hold lit- 
tle of promise. From January, 1921, 
to April, 1922, the store lost $15,- 
000. If it had not been for the rep- 
utation Gegus Brother’s had estab- 
lished for integrity, aggressiveness 
and determination, it would have 
been impossible to weather the 
storm. Merchants equipped with less 
intestinal stamina would have tried 
to escape the business disaster which 
seemed imminent. Instead of this, 
however, Gegus Brother’s labored 
night and day to place the store on 
a firmer foundation. Joseph called 
the brothers together for an infor- 
mal conference and explained that 
if the firm were to pull through that 


it would be necessary for all con- 
cerned to make personal sacrifices. 
All luxuries would have to be dis- 
pensed with, and only enough money 
could be taken from the business to 
provide bread and butter and the 
bare necessities. 

This was agreeable to all, and they 
then and there resolved to use their 
concerted efforts to procure more 
business. As a consequence, the 
business responded and soon began 
to pick up. When it once started it 
increased rapidly, for Gegus Broth- 
er’s made it their concern to see that 
customers were accorded the best of 
treatment and service. Patrons 
could be assured of finding their 
needs in stock and priced at fair 
figures. While it was hard to always 


Another view of the House Furnishings Department is illustrated 
below. Open displays are a factor in quick and easy sales. 
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have a smile and a pleasant word 
for customers, when every indica- 
tion seemed to spell failure—they 
smiled nevertheless, even though it 
hurt. The more they smiled and the 
harder they worked the faster their 
business grew, until at the close of 
1923 they were able to pay off all 


outstanding debts. 


A\pPLicaTION of these same 
methods continued to increase their 
business, and in May, 1924, the 
store they were then renting was 
purchased for $85,000. Profits made 
in the following few years enabled 
them to pay off the balance due on 
the building, as the volume by this 
time had reached healthy propor- 
tions. They began to see that im- 
proved facilities were sorely need- 
ed. Modern show windows, new 
store fixtures, better lighting and 
more attractive displays, as well as 
complete utilization of all available 
space were recognized as the factors 
needed to cope with their expanded 
volume. After careful consideration, 
Gegus Brother’s decided that the 
most logical solution to their prob- 
lem was to completely remodel and 
re-equip their store. However, the 
necessary cash was not then availa- 
ble. Joseph made a trip to the neigh- 
borhood bank and borrowed $12,000, 
which the bank was glad to loan 
without hesitation. Again the Ge- 
gus Brother’s reputation was able to 
serve in good stead. Extensive al- 
terations were planned and executed 
forthwith, and these have improved 
the store wonderfully. The process 
was so thorough that it has all of 


the appearance of an entirely new 
store from “cellar to garret.” Up- 
to-date open display fixtures make 
it difficult for store visitors to re- 
sist purchasing the merchandise they 
so temptingly display. Gegus Broth- 
er’s comment, since the transforma- 
tion has been completed is: “We 
are sorry we didn’t do it sooner.” 

Nearly 85 per cent of Gegus 
Brother’s patrons are fellow Hun- 
garian countrymen. The majority 
are employed as factory workers, 
and they have learned to appreciate 
the fair treatment they are assured 
of receiving at the Gegus establish- 
ment. As the firm takes an interest 
in the welfare of its patrons, they 
in turn take an interest in the suc- 
cess of the firm, making the ar- 
rangement a reciprocal arrangement. 
The name Gegus Brother’s generally 
heads the list of donations to worthy 
neighborhood charities. The firm 
also is a consistent contributor to 
deserving civic projects. 


J OSEPH says their paint depart- 
ment is the most lucrative depart- 
ment of the store. Often the one 
month of May furnishes the firm 
with ample time to consummate ag- 
gregate paint sales of $9,000. Home 
owners are the purchasers. The 
brand of paint carried by the firm 
has a local reputation of twenty-five 
years’ standing, consequently one 
customer recommends it to the next. 








Paint is advertised extensively by the 
firm in the local Hungarian daily 
newspaper. The firm has made it a 
rule to emphasize the fact that: 
“Paint is not figured with paint, but 
with the brush.” This idea has 
proven very effective, and the larg- 
est percentage of paint used in the 
locality is of high quality, pur- 
chased from Gegus Brothers. The 
sale-stimulating influence of good 
paint windows is relied upon to a 
great extent, and results show that 
this confidence has not been mis- 
placed. 


Next to paints as a source of 
revenue, house furnishings are most 
important. Complete assortments 
of high-grade, nationally advertised 
lines are carried, making a rapid 
turn-over possible. Toys, and par- 
ticularly wheel goods, are another 
important source of profit. Annual 
purchases from one well-known 
manufacturer of high-grade wheel 
goods often approximate $3,000. 
Small toy purchases average about 
$2,000 yearly, which makes the toy 
department a profitable adjunct to 
the stock. 

The parable established by this 
tale is that seemingly unsurmounta- 
ble obstacles can often be complete- 
ly effaced through using similar tac- 
tics. The early trials and tribula- 
tions of Gegus Brother’s were real 
hardships, but in spite of handicaps 
they finally won out. Success has 
at last crowned their efforts. They 
found that “they had to crawl be- 
fore they could walk,” but the path 
is smooth and walking is easy now. 





Sales people employed in the chinaware department of this 
hardware store receive detailed information on the merchan- 


dise they are expected to sell. 


Fewer sales are “lost” as a result. 
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VEACH C. REDD 
Retiring President 


TTENDANCE at the 30th an- 
A nual convention of the Ken- 
tucky Hardware and Imple- 
ment Association established a new 
high record. The meeting convened 
in Louisville, during the four days 
from Jan. 14 to 17 inclusive and 
headquarters were in the Brown Ho- 
tel. More than 500 members, asso- 
ciate members, exhibitors and women 
guests attended the sessions. 

An elaborate program of entertain- 
ment: was arranged by the Ladies’ 
Reception and Entertainment Com- 
mittee, of which Mrs. Charles R. 
3uttorf of Louisville was chairman. 
Each lady visitor received a bag of 
attractive souvenirs. On Wednesday 
noon the Belknap Hardware and 
Manufacturing Co. entertained 60 
ladies at lunch at the Pendennis Club, 
followed by a theater party. Thurs- 
day noon, the ladies were joint guests 
with the men at a complimentary 
luncheon at the Brown Hotel, which 
was followed by a bridge party in 
the roof garden. Beautiful souvenirs, 
consisting of silver pieces and lamps 
were presented by the Belknap Com- 
pany. 

Inaugurating the first business ses- 
sion, President Veach C. Redd, 


J. M. STONE 


Secretary- 
Treasurer 





‘ters. That word is fear.” 


KENTUCKY 


Hardware and Implement Association 
Holds 30th Annual Convention 


Louisville was again host 
to the recent conclave 
which marked the three 
decades that have trans- 
pired since the associa- 
tion was founded in 
1900. The convention 
established a new at- 
tendance record. 


Cynthiana, called the thirtieth annual 
convention to order following com- 
munity singing and invocation. Sec- 
retary- Treasurer J. M. _ Stone, 
Louisville, who is beginning his 
twenty-third year in that capacity, 
then presented his report. Mr. Stone 
asserted that 515 members were listed 
on the 1930 membership roll and re- 
ported increased interest among 
members in the activities of the 
association. 


— Repp, in his message, ex- 
plained and introduced the convention 
theme, “Henry Brown, the Merchant, 
and the Smith Family, the Con- 
sumer.” Mr. Redd said in brief: “To 
my mind the most serious thing 
wrong with Henry Brown and his 
business is a little word of four let- 
He then 
expressed the conviction that the im- 
portance of competitive factors was 
generally overrated by most hard- 
ware merchants and said that modern 
methods offered the solution to the 
majority of dealers’ problems. In 
closing he said: “Henry Brown’s fu- 
ture depends not on the fact whether 
he is an independent merchant, or a 
unit in a chain, but solely on whether 
or not he is a good or bad merchan- 
diser. The future of the retail hard- 
ware iridustry and his own future are 
in his own hands to do as he wills. 
I can’t help feeling that he. will 
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G. W. SKIDMORE 
First Vice-President 








J. M. WILLIAMS 
New President 


master the situation and be equal to 
the occasion.” 

W. H. Funk, Bowling Green, was 
the first member speaker at the initial 
session, which was devoted to the sub- 
topic, “Meeting Competition.” His 
subject was “Study of Price Policies 
and Practices of Others.” He advo- 
cated personal interview and wide 
reading. Then a careful application 
of the ideas and good methods being 
used by others. A. T. Byron, 
Owingsville, spoke on “Buying Back- 
wards to Meet Price.” D. E. Bryant, 
Danville, had “Do My Show Win- 
dows For Me” as his subject. Harry 
McAfee, Lawrenceburg, discussed 
“Do My Customers Think of Me 
First When in Need of Hardware?” 

J. M. Williams, Beaver Dam, in 
speaking on “Meeting Competition by 
Planned Selling and Advertising,” 
said in part: “Sixty per cent of the 
advertising budget should be spent 
with the newspapers and forty per 
cent with other mediums, such as di- 
rect by mail, store bulletins, posters, 
etc. Conditions may alter the rule, 
but it is a starting point.” T. F. 
Shivel, Louisville, spoke on “Meeting 
Competition by Cooperation with 

(Continued on page 34) 


















Louis Painchaud 


Wins Whiting-Adams 


Contest . 


Sd 


O Louis Painchaud, a merchant of Biddeford, Me., 

I goes the distinction as winner of the $250 first 

prize for his excellent letter, submitted in the 
Whiting-Adams “Why I Practice the Modern Method 
of Paint Selling” contest. 

Mr. Painchaud’s letter, in which he ably described 
some of his qualifications as a judge of painting mate- 
rials and results, contains some very interesting facts. 
He and his sister (incidentally, he says his sister can 
conduct a fine sales talk on the value of a good brush) 
made a test case, the results of which appear in his ac- 
companying letter. This careful analysis of the facts 
was instrumental in the selection of his letter as the 
prize winner. 

There were many letters submitted in the contest and 
it was no easy task for the judges, Llew S. Soule, editor 
of Harpware Ace; F. N. Vanderwalker, editor of 
American Painter and Decorator; A. C. Lamson, former 
president N. H. R. A., to select the winner. 

The contest was sponsored by Whiting-Adams Co., 
690 Harrison Avenue, Boston, Mass. 

All retail dealers selling paint, including owners and 
store salesmen, were eligible to compete for $1,000 in 
prizes, which were awarded to the writers of those let- 
ters best expressing reasons why they sell a good brush 
with every can of paint, or why they practice the 
“Modern Method of Paint Selling.” 

As many letters as desired could be submitted by 
each contestant. There was no set limit to their length. 
All were judged on the basis of completeness in reasons 
and information and not on grammatical perfection. It 
was not necessary to sell the company’s products in 
order to compete. The closing date was midnight of 
Nov. 30, 1929. Announcements were made early in 
September. There were no entrance fees or other costs. 
Following is Mr. Painchaud’s letter : 


rT 

Goon Brushes—That’s something we know a little 
about; here’s history for you. Father has been a painter 
and decorator for forty years, starting with nothing 
and no education. He now has a fine contracting busi- 
ness, employing ten men year round, also a fine retail 
paint and wallpaper store, established only five years 
ago, now doing a yearly business of $25,000. 
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Biddeford, Maine, Merchant 
Wins $250.00 First Prize 





“He also owns one of the finest residences in this 
city. Oh! that’s not all. Father brought up eleven 
children, all well and happy. So you see he had to use 
good brushes. 

“His only disappointment was that he had only three 
boys, but he made painters out of every one of us. 

“Quality first has always been our motto! Some peo- 
ple say that personal appearance is one’s biggest asset 
in business. It may be true. But just the same we 
make sure before starting a new job that every brush is 
in good condition. 


“THERE Is No Secret! 


“The key to success in the paint contracing business is 
‘Good Brushes.’ 

“We have at times used other supposed to be good 
brushes, but we always came back to the good old reliable 
Whiting-Adams. By the way, men, did you ever stop 
to think about that? 

“While it is true that good paint plus good brushes 
gives the best results, it is also true that one can obtain 
better results by using a good brush with cheap paint 
than by the use of a cheap brush with good paint. 


“For Your INFORMATION 


From a survey conducted in our retail store some time 
ago, after having carefully checked the compliments and 
complaints with the sale of fifty Whiting-Adams Red 
Kings and fifty cheap brushes, with the same paint, 
we obtained the following results: 


Good Cheap 
brushes brushes 
USN WII i Fis selec ieesews 12 3 
Customers dissatisfied with paint..... None 11 
Bought a better brush on their second 
a None ay 
Disappointed with brush ............ None 5 
Repeat sales for same brush......... 6 1 
New customers made from these fifty 
sales that we know of............. 2 None 
Customers lost from dissatisfaction 
from either paint or brush........ None 3 
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“Our profit from the sale of the fifty good brushes 
plus the paint was $53.00, and every purchaser is now a 
satisfied customer. While our profit from the fifty 
cheap brush sales plus paint was only $22.50, besides all 
the trouble we got out of it, we lost three good cus- 
tomers, their business being worth more to us than 
twice the little profit we made on the whole transaction. 

“Please note that all customers dissatisfied with paint 
had bought a cheap brush.” 

Mr. Painchaud’s fine store and rapidly increasing 
business demonstrates the value of the “Modern Method 
of Paint Selling,” as he practises it. 


List of the Contest Winners 


First prize—Louis Painchaud, Painchaud Paint Co., 
67 Alfred Street, Biddeford, Me. 

Second prize—J. M. Swalm, Swalm Hardware Co., 
Pottsville, Pa. 

Third prize—Orlando Ott, The Lobdell-Emery Mfg. 
Co., Onaway, Mich. 

Fourth prize—M. E. Jackson, G. B. Jackson & Son, 
1929 Irving Street, San Francisco, Cal. 

Fifth prize—Abe Wallach, 521 Harrison Avenue, 
Harrison, N. J. 

Sixth prize—Miss Mona Yeo, Bunting Hardware Co., 
810-12-14 Walnut Street, Kansas City, Mo. 

Seventh prize—Miss Edna Lee Harbert, Hammer- 
schmidt Lumber Co., Harrison, Ark. 

Eighth prize—A. F. Ramharter, Clear Lake, S. Dak. 

Ninth prize—Arthur H. Van Voris, I. Van Voris & 
Sons, Cobleskill, N. Y. 

Tenth prize—H. T. Van Ness, The Van Ness Co., 
560 Korman Street, Indianapolis, Ind. 

Eleventh prize 
Co., 552 Main Street, Cincinnati, Ohio. 

Twelfth prize—Theodore P. Flato, Flato’s, Inc., 150- 
152 Harvard Avenue, Allston (Boston), Mass. 
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Norcross Exhibit at 
Llow, Poland 


C. S. Norcross & Sons, Bushnell, 
Ill., manufacturers of garden culti- 
vators and weeders, are represented 
in Poland by Bronikowski, Grodzki 
& Wasilewski, Ltd., Warsaw, 
Poland. 

The picture printed here shows 
the Norcross line as exhibited by 
this representative in Poland at the 
Eastern Markets Fair, held in the 
ancient city of Llow, capital of the 
Province of Galicia, Poland. This 
Polish company does a diversified 
line of business, as it manufac- 
tures, retails, distributes, exports and 
imports. It was established in 1875. 





Thirteenth prize—Henry Dean, The Pfarr & Hobart 
Co., 446 E. Exchange Street, Akron, Ohio. 

Fourteenth prize—John C. Agnew, A. H. Marshall 

o., Inc., Plattsburg, N. Y. 

Fifteenth prize—Emil J. Putnam, Brantwood Co- 
operative Sup. Co., Brantwood, Wis. 

Sixteenth prize—H. P. Anske, R. L. Anske, Hdwe. & 
Variety Store, Lacon, III. 

Seventeenth prize—Mrs. Mary B. Ramharter, A. F. 
Ramharter, Clear Lake, S. D. 

Fighteenth prize—H. C. Roberts, Lee Hardware Co., 
Sanford, N. C. 

Nineteenth prize—Will Holloway, Holloway Bros., 
Hondo, Tex. 

Twentieth prize—Eugene K. Fry, Select Furniture 
Corp., 91-97 South Main Street, Wilkes-Barre, Pa. 

Twenty-first prize—A. L. Brand, Main Street, Cen- 
tral Bridge, N. Y. 

Twenty-second prize—Irank B. Fogg, Old = Or- 
chard, Me. 

Twenty-third prize—J. TH]. Moore, Tuttle Paint & 
Glass Co., 1616 Bassett Avenue, El Paso, Tex. 

Twenty-fourth prize—Aksel [F*. Gulliksen, Henry 
Duncan Corp., Everett Square, Everett, Mass. 

Twenty-fifth prize—Peter J. Stapleton, Carpenter- 
Morton Co., 77 Sudbury Street, Boston, Mass. 

Twenty-sixth prize—Mrs. Abe Wallach, 521 Harrison 
Avenue, Harrison, N. J. 

Twenty-seventh prize—Fred O. Braswell, Braswell 
Hardware Co., Demopolis, Ala. 

Twenty-eighth prize—E. J. Wesley Larsen, John L. 
Larsen Co., Inc., 27 Main Street, Hamilton, N. Y. 

Twenty-ninth prize—James P. Straker, Straker Hdwe. 
& Auto Sup., 1720 North Forty-fifth Street, Seattle. 
Wash. 

Thirtieth prize—Harold C. Kimball, Zion’s Co-opera- 


tive Mercantile Institution, Salt Lake City, Utah. 
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Put Extra Life and Action 


hardware store advertising it is store identity. This 
means that when readers glance at your ad for to- 
day, or tomorrow, or next week, they know instantly 
whose store they are reading about, and connect this ad 


[’ there is one thing more important than another in 





Six Mechanical Ways to Put Store 


Identity Into Your Advertisements 


l. Keep a uniform style of store signature (name 
plate) both as to type, face and size of font. People 
soon learn to remember the way the signature looks. 


zi Try to set the main caption in about the same style 
each time an ad runs, so far as size of type goes. The 
main caption is like a man’s hat—no matter how often 
he changes his suit or collar, his hat will identify him. 


3. Always have any special display section outlined 
with the same kind of rule, and in the same shape 
(square or rectangular), even if the size each time is 
different, and use a special kind of type where possible, 
like italic, for example. People soon begin to notice 
the box and the special item in it. 


4. Get in the habit of placing items with certain price 
sizes on the right or left of the ad, or at least in the 
same position each time. Like, for example, all prices 
under $2 on the Ieft; all above $2 and below $3 
in the middle and larger prices on the right hand side. 
This finally educates people to study your prices. 


~ If an editorial or general write-up is used in ad- 
dition to item descriptions, it is helpful to keep it at 
about an average length as to number of words ad after 
ad, and set in the same type font. This gives the upper 
part of the ad a familiar air, no matter how different the 
text may be each time. 


6. Always set at least two items in bold face, bolder 
than the rest of the display, and place them as far 
apart as possible in the layout. Customers scon begin 
to look for these, and when they look they read care- 
fully. 


Six Simple and Practical Methods of 
Centering Interest in Copy and Goods 
By GUY HUBBART 


of layout, text and copy, they can read the ads more 
quickly, and with less expenditure of energy. 

Third, clear identity saves customers from reading 
about an item in your ad, and then going to a competing 
store to buy it. In other words, clear identity helps the 
public to connect your ads with your specific goods. In 
52 weeks of selling this one principle can make a dif- 
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they are reading with others they have read. And this 
without particularly noticing the store name plate or 
signature. 

Whenever a hardware merchant can so develop his 
advertising method that people can quickly distinguish it 
from the ads of three or six other stores he is getting 
somewhere with his publicity. 

Few merchants seem to realize the importance of this 
point. Some do, of course, and if the truth were known 


their ads cost less and bring in more direct sales. 

The reasons are few and simple. Here are three: 

First, people like to feel that they are familiar with 
what they are reading, and once they feel that way they 
read with more care and interest. 

Second, when customers learn to like a store’s style 
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Into Your Advertisements 


ference of 2 to 8 per cent in sales volume. [or it must 
be kept in mind that an ad may be read today by an in- 
terested customer who intends to buy next week or three 
weeks from today. He or she must remember that the 
wanted item appeared in Brown’s store ad, not in 
Green’s. Most stores carry similar items and values. 
The only way to distinguish them or individualize them 
is in the methods used in presenting items in the ads. 

Here are briefly outlined 12 methods of putting spe- 
cific identity into the ads. Six are mechanical, six are 
merchandising methods. Any store can apply them to 
fit its individual advertising needs: 

There is no better time of year to start putting life 
and vigor into the space a store uses in the newspapers 
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LIMOGES CHOCOLATE CUPS AND SAUCERS | 


than right now. 
spring buying activity on the part of the bulk of a 
Literally hundreds and thousands 
of people begin in February to think up all the things 
needed for seasonal home renovating. ‘They 
wait until March or April to plan this and that improve- 


munity population. 


February is the beginning of early 
com- 


do not all 








Six Merchandising Methods to 
Keep Store Identity in the 
Advertisements 


l. Make a practice of featuring two to six seasonal 
items, like, for example, incubators and supplies and 
paint and supplies for early spring, as leaders, with a 
suggestive caption about the necessity of starting early 
on the chicken raising, or the house painting. Build up 
a reputation for timely merchandising. 


fA Try to distribute items in each ad as nearly equally 
as possible over six to eight departments or stocks. 
Thus, if the ad contains 16 items, try to have 2 each out 
of kitchen utensils, 2 on cooking or electrical goods, 2 
on tools or builders’ supplies, and so on. The idea is 
to use ads to illustrate interest in the lines and variety of 
items carried. If readers get to knowing your style of 
merchandising, they soon begin to study your goods. 


3 Make a practice in describing items to refer to 
three or four as especially interesting to women, like 
irons, laundry supplies, convenience items for the 
kitchen, etc. This teaches women to depend on your 
ads for helpful suggestions. Do the same for men for 
the — reason. Do not allow the ads to be imper- 
sonal. 


4. In at least one instance in each ad refer to quanti- 
ties, like “‘We have 200 of these electric percolators” (or 
whatever item and number), so people will know there 
is plenty of the items to select from, and that it is al- 
ways on hand. 


5 Try to feature one or two items of especial interest 
because they are new, or represent an improvement over 
a familiar item or its use. Like, fer example, an electric 
iron with a new kind of handle or shape or weight, or a 
new type of clothes line, and so on. People are always 
interested in new items and new uses. 


6. Either in the main write-up or in one or two item 
descriptions try to bring out your idea of what a good 
value for the money is; describe what a customer gets 
for $6 when she pays that price for something. Try to 
make it plain what quality standard is behind the price. 
People soon begin to pay attention to this style of de- 
scription and remember it is yours. 








ment. 


For example, thousands of people, some hundreds 
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in your town, are thinking for one thing at this moment 
of what kind of paint to use this spring. What a fine 
thing if they read about your paint and remember six 
weeks from now whose store ran the paint ad. Store 
identity is worth careful study and practical application. 
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Kentucky Hardware and Implement Association 
Holds Thirtieth Annual Convention 


Suppliers.” Rivers Peterson, [ndian- 
apolis, Ind., editor, Hardware Re- 
tailer, then summarized the opening 
session. 

On Wednesday, the annual election 
of officers was held. J. M. Williams, 
Beaver Dam, became president, suc- 
ceeding Veach C. Redd, Cynthiana; 
George Skidmore, Elizabethtown, first 
vice-president, and W. T. Curtis, 
Burkesville, second vice-president. J. 
M. Stone was re-elected secretary- 
treasurer. 

C. EF. Bradley, Blue Mound, IIL, 
opened the Wednesday afternoon ses- 
sion with a talk on “My Opportuni- 
ties.” Carefully prepared charts were 
used by Mr. Bradley to illustrate his 
address on the advantages to dealers 
in surveying their trade territories. 


An Effective 
BUILDERS’ 


Hardware 


WINDOW 


This window showing 
an attractive and ex- 
tensive display of 
forged iron hardware 
and lanterns, was re- 
cently used with grat- 
ifying results by the 
Bonifield Hardware 
Company, Zanesville, 
Ohio. Simplicity is 
the keynote of its 
attractiveness. 


(Continued from page 29) 


Owen Canty, Frankfort, spoke on 
“How I Get Business From Local 
Industries.” R. R. Arnold, Falmouth, 
talked on “How I Study the Farm 
Market.” <A. B. Rumley, Midway, 
discussed “Getting More Business 
From Present Customers.” R. M. 
Hunter, Nicholasville, had ‘“Supply- 
ing Schools, Hospitals and Other 
Institutions’ as his subject. Mr. 
Hunter was followed by Rivers Peter- 
son, who gave the summary. 

“My Job” was the theme at Thurs- 
day's. session, and_ the principal 
speakers were Lawrence Milligan, a 
hardware merchant from Bellefon- 
taine, Ohio, and S. W. Girriel, a well 
known lecturer from Dayton, Ohio. 
Convention Hall was filled to capacity 
to hear Mr. Milligan, who talked on 


Fi orga |rou Tratderare 


ad | antrens 





“My Job, Your Job, Our Job,” center- 
ing his address on “How I Control 
My Stock.” Mr. Girriel captivated 
his audience with a plea for the use 
of imagination in business. A sum- 
mary by Rivers Peterson closed the 
final session. 

At a meeting of the executive com- 
mittee, held on Friday, the 1930 
convention was declared the greatest 
success in the history of the associa- 
tion. Votes of thanks were extended 
to the hotel, the exhibitors and others 
who had made material contributions 
to the success of the meeting. J. M. 
Williams, Beaver Dam, the new pres- 
ident, announced that a later meeting 
of the executive committee has been 
called for the early spring to for- 
mulate plans for the next convention. 
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R CA Radiotron Co. to Use 
Former Edison Lamp Plant 


Improved coordinative facilities have 
been afforded by the move of the Edison 
Lamp Works of General Electric Company 
to its new and larger quarters at Nela 
Park, Cleveland, Obio. The move is ex- 
pected to be consumated by March Ist. 

Nela Park, for sometime has been the 
headquarters of the Incandescent Lamp 
Department of General Electric, of which 
the Edison Lamp Works is one of two 
sales divisions, while the National Lamp 
Works is the other. In its new home the 
Edison Lamp Works will have the benefit 
of closer contact with these departments 
than has been possible in its present loca- 
tion at Harrison, N. J., during the past 
few years. 

While the move has been contemplated 
for sometime it was not until the recent 
formation of the R C A Radiotron Co., 
has provided a satisfactory solution to the 
problem. The office and factory at Har- 
rison has been acquired and will be used 
for manufacturing purposes by the Radio- 
tron Company. 

Several changes within the executive 
personnel of the companies were announced 
simultaneously with the news of the move. 
E. E. Potter, formerly assistant general 
sales manager has been made General Sales 
Manager, Edison Lamp Works succeeding 
C. G. Osborn, who has resigned to accept 
the position of vice-president of the RCA 
Radiotron Co., Inc., P. D. Parker, former 
Sales Manager Miniature Lamps, Edison 
Lamp Works has been advanced to the 
position of Assistant General Manager, 
Edison Lamp Works and is also retaining 
charge of the miniature lamp sales. The 
former Assistant Manager, Department of 
Publicity, H. F. Barnes is now Assistant 
General Sales Manager, and Manager of 
the Department of Publicity, Edison Lamp 


Works. J. W. McIver, the former mana- 
ger of the Department of Publicity, Edison 
Lamp Works, is ‘now Sales Promotion 


Manager, R C A Radiotron Co., Inc. The 
new Assistant General Sales Manager of 
R C A Radiotron Co., Inc., is W. H. 
Thompson, who was formerly Assistant 
Sales Manager of Edison Lamp Works. 

A glimpse into the early history of the 
Edison Lamp Works affords an interest- 
ing side-light on the growth of the incan- 
descent lamp industry. The Harrison 
works was the first lamp factory located 
outside of Mento Park, the birthplace of 
Edison’s first successful incandescent lamp. 

From this beginning forty-eight years 
ago, the Edison Lamp Works, which be- 
came a part of the General Electric Com- 
pany when the Edison General Electric 
Company merged with the Thomson- 
Houston Company in 1892 to form the 
present General Electric Company, has 
seen and shared markedly in the develop- 
ment of the Electrical industry. 





Larry Hardy, Sales Manager, 
Ceco Manufacturing Company 


The appointment of Larry Hardy as 
general sales manager, Ceco Mfg. Co., 
Providence, R. I., has been announced by 
Edward T. Maharin, vice-president in 
charge of sales for that company. 





Mr. Hardy had been in charge of Ceco’s 
sales work in the middle west and north- 
west territories for more than a year. He 
is starting off with a long journey which 
will include many points covered by the 
company’s markets. 

Before joining the Ceco organization, 
Mr. Hardy was connected for many years 
with the merchandising departments of both 
the General Electric Co. and the manu fac- 
turers of the Universal brand electric 
products. 


F. H. Sherwood Appointed 
Schlage Marketing Director 


F. H. Sherwood, formerly sales execu- 
tive of the Yale & Towne Manufacturing 
Co. and recently on the merchandising staff 
of the Butterick Publishing Co.’s trade 








F. H. SHERWOOD 











division, has been appointed marketing di- 
rector of the Schlage Lock Co., San Fran- 
cisco, Cal. 

He will have charge of the sales and ad- 
vertising policies of the Schlage company, 
manufacturers of Schlage Button Locks. 

Mr. Sherwood’s headquarters will be at 
the company’s eastern division offices, 71-73 
Murray Street, New York City, for the 
next month or two. 


Decatur & Hopkins, Boston, 


Now Represent Westinghouse 


Decatur & Hopkins Co., 93 Berkeley St., 
Boston, has been made exclusive distributor 
of the Westinghouse Electric & Mfg. Co. 


line of electrical heating appliances for 
the New England hardware trade. The 


line includes toasters, irons, etc. 





M. J. Merkin Paint Co. 
Moxes Executive Offices 


The executive offices of the M. J. Merkin 
Paint Co. Inc., were moved on Jan. 25 
from the quarters formerly occupied at 
25 Spruce St., New York City. Its new 
offices are located at 1441 Broadway cor- 
ner of West Forty-first St., New York 
City. 
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Gov. Allen and E. B. Gallaher 
Address New England Group 
views regarding the 
this country were ex- 
pressed at the 37th annual banquet of the 
New England Iron & Hardware Associa- 
tion on Thursday evening, Jan. 23, at Hotel 

Somerset, Boston. 

Governor Allen of Massachusetts took a 
rather optimistic outlook of the situation, 
and stated that Massachusetts and munici- 
palities of that State plan to spend $110,- 
000,000 on public improvements this year. 
He further states that Massachusetts. will 
in all probability reduce its taxes $1,500,- 
000 in 1930 and will, therefore, be able to 
tax business and individuals less than in any 
of the past 30 years. 

In contrast, E. B. Gallaher, Norwalk, 
Conn., said that there is no question but 
what the country is sick, and that it must 
have time to recover from its illness or 
suffer a relapse. He is of the opinion that 
business will continue to decline until 
around midyear, and there will then fol- 
low one, two and possibly three months 
of a sidewise movement. 

Toward the fall, he said, we should be- 
gin to see signs of a change for the better 
in business trend. During this month, he 
claimed there was more unemployment in 
this country than at any previous time in 
the past 16 years. He maintained that we 
taught the man on the street to buy things 
he had no right to buy, and then we helped 
him finance his purchases. In Mr. Galla- 
her’s opinion, the present condition of busi- 
ness is due very largely to buying of mer- 
chandise on credit, and he placed special 
stress on the over-production of homes and 
of automobiles. 

Other speakers of the evening included 
Capt. Guiseppe De Lucca, manager of the 
American-Italian Steel Institute, Milan, 
Italy, who is in this country studying the 
steel industry. Captain De Lucca said 
that it was up to this country to make good 
because if we do not Europe cannot be 
prosperous. 

William H. Bowe, Herrick Co., Boston, 
vice-president of the association, presided 
at the dinner, Franklin FE. Bragg, Bangor, 
Me., president, being unable to attend owing 
to illness. 


conflicting 
business outlook in 
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Radio Wholesalers Will Convene 
in Cleveland, February 10-11 


Prominent radio men from all over the 
United States will be present at the Fourth 
annual Convention of the National Fed- 
eration of Radio Associations and the Sec- 
ond Annual Convention of the Radio 
Wholesalers Association, which will be 
held at the Statler Hotel, Cleveland, Ohio, 
Feb. 10 and 11, 1930. 

President Michael Ert of the National 
Federation of Radio Associations reports 
that representatives from over 40 local as- 
sociations scattered throughout the coun- 
try will be present at the convention. 

Peter Sampson of Chicago, president of 
the Radio Wholesalers Association, has 
extended an invitation to over 900 radio 
wholesalers to get together at one of 
the most important conclaves ever held in 
the radio industry. 
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Manhattan and Bronx Dealers 
Recently Elected Officers 


Members of the Manhattan and Bronx 
Hardware Dealers held their regular meet- 
ing and election of officers on Jan. 21. The 
meeting convened at the Prince George 
Hotel, Twenty-eighth St. and Fifth Ave., 
and a fair representation was in attendance. 

After the ‘Nominating, Executive and 
Finance Committees had transacted their 
regular order of business the general meet- 
ing was called to order by J. M. Kohl- 
meier, president. A feature of the meeting 
was a discussion of competitive conditions 
which confront the Metropolitan hardware 
dealers at the present time. 

Upon the recommendation of the 
Nominating Committee, the following 
officers were either elected or relected to 
office: President, J. M. Kohlmeier; Vice- 
president, George W. Steets; Treasurer, 
J. W. Blair; Secretary, C. H. Tilson. Fred 
Hepp and Edward J. Ferguson, were 
elected to the Board of Directors and will 
serve with Directors: Fred Becky, Joseph 
Ringler, Sanford Treat and L. Langsam. 

The next regular meeting of the associa- 
tion will be held at the» Prince George 
Hotel at 8. P. M. on Feb. 18, and an in- 
teresting program is being arranged for 
the occasion. 


Importance of Small Store 
Is Stressed by Dr. Klein 


That the smaller merchants form the 
backbone of American business organism 
was stated by the Assistant Secretary of 
Commerce in a recent radio talk, accord- 
ing to the Bureau of Foreign and Domestic 
Commerce of the Department of Commerce. 
He said that it is on their diligent but 
wholly unpretentious activity that many of 
our imposing commercial structures rest, 
and mentioned the importance of bearing 
in mind these often inarticulate, small 
business men, thousands of whom do not 
belong to chambers of commerce or trade 
associations, read trade papers, or attend 
conventions. 

Dr. Klein pointed out that only slightly, 
if any, less important than the taking of 
inventories and keeping of records is the 
checking up on retail credits. He referred 
to the studies made by the Domestic Com- 
merce Division of credit conditions among 
grocery stores in Louisville and Phila- 
delphia and described the advantages to 
be expected from the more exhaustive 
study of at least 1,000 stores in different 
lines of retail trade which is being carried 
on in Newark, N. J., with the cooperation 
of a Federal judge, representatives of the 
Yale Law School, and the North Jersey 
Association of Credit Men. This study, 
like the preceding similar ones of more 
limited scope, aims at discovering the 
fundamental causes of retail failure as a 
basis for improving retail practice. 





Sanderson to Direct Sales 
of Village Blacksmith Folks 


George W. Sanderson has been elected 
as vice-president in charge of sales by the 
Village Blacksmith Folks, Watertown, 
Wis., manufacturers of hand-made butcher 
knives and tools. For the past twenty years 





he has been active in the hardware and 
cutlery field. Much of this time Mr. San- 
derson has spent representing the Village 
Blacksmith Folks in various sections of 
the United States. He has been a stock- 
holder and director in the company for 
many years. 





Old Employee of M. Klein 
Killed on Way to Shop 


Ferdinand Bauman, 71 years of age and 
a native of Brandenburg, Germany, was 
run down and killed by a ,street car on 
Dec. 31, 1929, while on his way to the 
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shop of Mathias Klein & Sons, Chicago, 
Ill. 

At the age of fourteen he came to this 
country and obtained a job as helper in a 
blacksmith’s shop operated by Mathias 
Klein, founder of the tool company now 
bearing that name. Since that time more 
than 57 years ago, Mr. Bauman had never 
been absent because of illness or accident. 

The tragic passing of Mr. Bauman broke 
a real link with the early days of the firm 
and was the cause of sincere sorrow to his 
many friends. 





Charles G. Pyle Is Manager, 
Hygrade Sales in Baltimore 


Hygrade Lamp Co., Salem, Mass., re- 
cently opened a new branch office at 119 
Commerce St., Baltimore, Md., which will 
be in charge of Charles G. Pyle. 

Mr. Pyle, who has been handling Hy- 
grade sales in that territory for the past 
year and a half, has been made district 
sales manager of the States of Maryland, 
West Virginia, Delaware, New Jersey, 
Pennsylvania, Virginia and North Carolina. 
Before coming to Baltimore, he represented 
the company in the Pittsburgh territory. 





Reno Sales Co. Appoints 
Golmann Purchasing Agent 


L. M. Golmann has been appointed pur- 
chasing agent of the Reno Sales Co., Inc., 
630 Broadway, Brooklyn, N. Y., jobbers 
and distributors of electric, radio, hard- 
ware and plumbing appliances, specialties 
and supplies. Mr. Golmann will appreciate 
receiving catalogs from manufacturers of 
electrical, radio, hardware and house fur- 
nishing items. He can be interviewed by 
salesmen on Saturlays from 9 a. m. to 
5 p. m. 





McGrath Elected President, 
Cleveland Hardware Assn. 


The annual meeting of the Cleveland Re- 
tail Hardware Association was held Jan. 
23. H. B. McGrath succeeded P. G. 
Wuertz as president. Carl E. Fruehauf 
was elected vice-president and Charles Reh- 
burg secretary and treasurer. Directors 
were elected as follows: J. J. Buescher, 
Louis Eisenberg, William Mishler, Edward 
Rothacker, Thomas B. Jamison, J. W. 
Inches, C. P. Davis and Eli Kammer. The 
association has a membership of 82 in 

















H. B. McGRATH 


good standing, or about the same as last 
year. 

The meeting was held at the room in 
the New Builders’ Exchange Building 








P. G. WUERTZ 











where the association will probably have 
its permanent meeting place. Previous to 
the annual meeting the directors held a 
meeting at the Cleveland Athletic Club. 
The new officers will be installed and a 
banquet held at a meeting in February, 
date to be announced later. 
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MacMackin Representative 
of Whiting-Adams Company 


Fred J. MacMackin has been appointed 
special representative of Whiting-Adams 
Co., Boston, Mass., makers of brushes. 
Many years of experience have brought to 
him a large number of acquaintances in 
the paint and brush industry. 








FRED. J. MacMACKIN 











He was city and surburban salesman 
for Charles A. Schieren Co., manufacturers 
of leather belting at one time. In 1906 he 
became a salesman for Glidden Varnish 
Co. and was made district manager in 1910. 
Mr. MacMackin started the Utica Paint & 
Glass Co., in 1913, as a retail store which 
developed into a jobbing business. The 
Chenango Paint & Glass Co., Binghamton, 
N. Y., was organized by him in 1919 and 
was later merged with the wall paper 
business of H. A. Stanton. Stanton’s busi- 
ness is now known as H. A. Stanton Corp. 
and is controlled by Mr. MacMackin. 

In 1921 he organized a structural steel 
plant in Utica, of which he has been 
treasurer since the start of the business. 
He took over the active management of the 
steel business, in 1927, reorganized it and 
turned the concern over to new manage- 
ment. Since then he has devoted his time 
to the specialty paint and brush business. 





RCA Victor Company, Inc., 
Explains New Policies 


Edward E. Shumaker, president of the 
RCA Victor Co., made the following state- 
ment to the trade press: 

“To correct an erroneous impression 
which was created in some quarters by a 
previous announcement made recently, I 
would say that the RCA Victor Co., the 
stock of which is owned 50 per cent by 
the RCA, 30 per cent by the General Elec- 
tric Co, and 20 per cent by the Westing- 
house Electric & Manufacturing Co., will 
manufacture at its Camden, N. J., plant all 
the radio broadcast receiving sets, loud 
speakers, accessories, etc., which were for- 
merly manufactured by the General Elec- 
tric and Westinghouse companies. The 
RCA Victor Co., where all these activities 








have been concentrated, will distribute its 
products not only through the distributing 
channels of the Radio Corp. and the Victor 
Talking Machine Co., but also through the 
distributing channels of the General Elec- 
tric and Westinghouse companies. The ar- 
rangement effected with the General Elec- 
tric and Westinghouse companies, whereby 
their vast facilities of national distribution 
will be at the service of the RCA Victor 
Co., will, it is confidently expected, increase 
the volume of production of the Camden 
plant and make the products of the RCA 
Victor Co. even more readily available to 
all parts of this country.” 


B. F. Goodrich May Acquire 
Miller Rubber Co., Akron 


Purchase of the Miller Rubber Co. by 
the B. F. Goodrich Co., both of Akron, has 
been approved by the board of directors 
of the former company. Under the terms 
the Goodrich company is to acquire the 
Miller assets for 113,504 shares of Good- 
rich common stock and assume the Miller 
company liabilities. At the present market 
price for Goodrich stock the consideration 
is approximately $10,000,000. A meeting 
of the Miller stockholders will be held Feb. 
17 to vote on the merger. If the consoli- 
dation is effected, it is stated that it will 
give the Goodrich company second place 
among the rubber companies. 
company makes automobile tires, tubes, tire 
accessories, rubber footwear, drug sundries, 
toy balloons and rubber balloons. 


New York Motor Boat Show 
Reveals Radio on New Craft 


Radio equipment, for the reception of 
short wave signals, as well as for enter- 
tainment on the broadcast wavelengths, will 
be a predominant feature of small water 
craft this summer. The Motor Boat Show 
in New York revealed some of the plans 
being made for the installation of receiv- 
ers on vessels of various types, and it is 
significant that one radio manufacturer, 
A. H. Grebe & Co., had a display booth at 
this exhibition, showing various types of re- 
ceivers suitable for pleasure craft. The 
Grebe company managed the first marine 
broadcasting station in the world, WRMU, 
on board a yacht which took part in leading 
aquatic events and other features not 
reached by wire or mobile broadcasting 
tie-ups. 


Damascus Steel N. Y. Office 
Is at 347 Fifth Ave. 


The New York office of Damascus Steel 
Products Corp., Rockford, IIl., is located 
at 347 Fifth Ave., and not at 547 Fifth 
Ave., as was incorrectly printed in a recent 
advertisement of this company. B. B. 
Walling is manager of this office and is 
well known in the Metropolitan territory 
as a former member of the firm of Miller, 
Sears and Walling and also as a salesman 
for Sickels, Loder & Co., both of New 
York City. 


The Miller | 





Walter M. Bonham President 
C. M. McClung & Company 


Walter M. Bonham was elected president 
of C. M. McClung & Co., Knoxville, Tenn., 
wholesale hardware distributors, at the 
annual meeting of the board of directors, 
held Jan. 16. He succeeded C. J. McClung, 
who was made chairman of the board. 








W. M. BONHAM 











The former secretary, Bruce Keener, Jr., 
and John S. Van Gilder, formerly assis- 
tant manager, were named as vice-pres- 
idents. F. E. Barkley, former assistant 
treasurer, was elected as treasurer. C. A. 
Burks retains the office of assistant secre- 
tary of the concern. 





Hubert to Direct Publicity of 
Electrical Manufacturers 


Edward H. Hubert, formerly an assistant 
secretary of the American Institute of 
Electrical Engineers, has been appointed 
director of publicity for the National Elec- 
trical Manufacturers Association to suc- 
ceed ,Albert Pfaltz, resigned. 

At the American Institute of Electrical 
Engineers where Mr. Hubert has been lo- 
cated during the last six years, he has been 
secretary of the Meetings and Papers Com- 
mittee, and his work has been in connec- 
tion with the artangement of convention 
programs and with publications. He was 
formerly with the McGraw-Hill Publishing 
Co., where he served in the editorial de- 
partment. Mr. Hubert was previously con- 
nected with the engineering department of 
the Georgia Power Co. 





Hendersonville, N. C., Merchants 
Organize to Combat Chains 


Sixty wholesale and retail merchants of 
Henderson County, North Carolina, met at 
Hendersonville, N. C., to organize to fight 
the chain and mail order stores. The mer- 
chants formally organized the Henderson 
(County Protective League, Inc., and sub- 
scribed $7,200 to be used in an educational 
drive to show Henderson county people 
the advantages of trading at home. A full- 
time man will be employed in this educa- 
tion drive it was decided, but he has not 
yet been chosen. 
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Nation-Wide Census of Distribution Will 
Provide Highly Important Knowledge 


By L. W. MOFFETT 


(WASHINGTON BUREAU OF HARDWARE AGE) 


ARDWARE merchants share with the business world 
generally the great disadvantage of inadequate 
knowledge of distribution. It is a problem that out- 

ranks all others in seriousness in merchandising and has so 
ranked for the past fifteen years. The problem of speed- 
ing production virtually no longer exists. The day passed 
more than a decade ago when it was a serious matter of 
manufacturing in sufficient volume to meet demand. Pro- 
duction in this era of mechanization and quantity has by 
reason of its high efficiency actually reached a stage where 
it has set up another problem, that of unemployment, and 
now the demand, as vast as it is, is in some lines at least 
becoming too easily met. The big question today is that 
of knowing how best to distribute the goods once they 
have been produced. But until adequate information is 
available it is wholly impossible to know the many diverse 
elements of distribution, its operation and the deficiencies 
that are spread between the producer and consumer. 
There have been some data obtained by the Federal Gov- 
ernment and private sources on distribution but the work 
has been restricted in scope with the result that there 
never has been a complete picture presented. 


F or this reason the first official nation-wide census of 
distribution, now getting under way, has created wide- 
spread interest in the business world for it was because of 
the demand of the business world that Congress has pro- 
vided for the study through the Bureau of the Census which 
has arrayed an army of workers to gather the basic facts 
concerning the nation’s distributing mechanism. The work 
is confidently expected to develop highly important knowl- 
edge affecting the economic life of the country. Rough 
guesses, for instance, as to the number of retailers in op- 
eration, and their total volume of business, will give way 
to facts, provided the retailers, as others, will cooperate 
freely with the census enumerators, which they may safely 
do without the slightest chance that confidential informa- 
tion they give will be disclosed, for they are protected thor- 
oughly in this direction by the law, which requires that 
such information shall never be revealed by the Bureau of 
the Census, not even to any other government source. It 
will be seen therefore that the law which requires that 
information be given to the census enumerator at the same 
time protects those supplying the data. The Bureau of the 
Census consequently is hoping for generous cooperation, 
and in turn it proposes in the 1930 study of distribution, 
the pioneer attempt of the kind, to present as thorough 
a picture of the subject and its many parts as is possible. 
It is realized that one difficulty may lie in the fact that 
the information possessed by retailers, wholesalers and oth- 
ers may be scant. The fact remains, however, that the 
census will build up much valuable data never before gath- 
ered, and moreover will prove a dependable basis for get- 
ting additional and comparative material in future census 
studies. 

To indicate the scope of the work it may be pointed out 
that the census of distribution will cover all distributing 
organizations and their business activities. It will give 


account of the various types and sizes of retailers, whole- 
salers and all other merchandising concerns in the entire 
country, their sales, expenses, inventories and employees. 
So far as possible it will provide information relating to 
goods sold by these various distributers, the limiting factor 


being the ‘inadequacy of records kept by the rank and file 
of merchants. Not only will this information be sum- 
marized whenever available for each city and county as well 
as for each state and the nation as a whole, but it will be 
published as soon as can be after being gathered so as to 
make it as fresh and valuable as possible. 

Every hardware merchant, as well as merchants in other 
lines, will be in a position, from the opportunity which will 
be given him, to compare his business with that of groups 
of others in his general locality and in the nation as a 
whole. Comparisons may be made regarding the amount 
of sales, proportion of business done on credit, amount of 
goods returned, inventory, expenses, number of employees, 
wages and various other items. Information will be sought 
as to the number of establishments an organization operates 
or owns in a given line of business in the different cities, 
the character of the organization, whether operated by in- 
dividual, partnership, incorporated company or cooperative 
association. Sales by commodities, such as farm and gar- 
den equipment, gas stoves, paints and varnishes, builders’ 
and shelf hardware, carpenters’ and mechanics’ tools and 
all other hardware, and related items, will be tabulated. 

In this way it is proposed to eliminate some of the blind- 
ness from competition, to strike out waste, and, in general, 
for the hardware and other merchants, to know themselves 
and their business to a point never known previously. The 
reports have been compared to a trade convention on a 
large scale in which merchants exchange among themselves 
and for mutual benefit many lessons drawn from their 
practical experience. 

It is intended that retailers shall know the numbers of 
concerns of each type and size in their own community 
and the average situation of each group as to such matters 
as inventory, expenses, employees, services, etc. Moreover, 
it is the purpose to acquaint retailers with the proportion 
of business done by chain stores as against independent 
trade, the degree to which stores of each type sell goods 
more generally supposed to be sold by stores of another 
type, and the proportion of retail sales in their region made 
on credit, and what proportion of sales is offset by returned 
goods. It is realized that retailers, either individually or 
collectively through their associations, should familiarize 
themselves with the distibuting system which places goods 
in their hands. Also the attention of retailers will be 
called to the fact that the results of the census covering 
the operations of wholesalers and the merchandising op- 
erations of manufacturers will produce results which may 
be studied to great advantage by the retail trade. 


Tue census work has been divided into two major divi- 
sions. First, is that confined to cities exceeding 10,000 in 
population, to be done by a specially organized force to 
take the distribution, manufacture and mine and quarry 
censuses. Second, is the work to be done in the rural sec- 
tions of the country and in towns of less than 10,000 popu- 
lation, to be done by the usual population and agriculture 
enumerators. There will be between 4000 and 5000 work- 
ers in the first specially organized group covering the city 
districts, and there will be approximately 60,000 in popu- 
lation districts in the rural groups and in cities of less 
than 10,000. As many of these will be used to take the 
distribution and manufacture census as will be necessary. 
In all the population enumerators will total about 125,000. 


(Continued on page 73) 
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GENERAL MARKET NEWS 








Hardware Activity Is About Normal | 


Interest Is Keen in Future Orders 


NEW YorRK, Jan. 28.—Activity in the hardware trade throughout 
the country compares favorably with the corresponding period of 


last year. 


Unseasonable weather in some sections has had a retard- 


ing influence on the demand for winter lines, but trade in general is 


about normal. 
leading market centers. 


This situation is indicated in reports received from 
The optimism of dealers is indicated by 


the orders they are now placing for spring merchandise for future 


delivery. 


Prevailing conditions are showing some improvement, especially 
in the South. With the advent of more moderate weather increased 
activity can be expected. Other basic factors showing indications 
of improvement in the near future are building construction, agri- 


culture and the steel and iron industry. 


declared to be good. 


Prospects are consequently 


While prices are showing an easier tendency in scattered in- 
stances, in the main they retain a stable status. 

Collections are reported as satisfactory, although there is room 
for improvement in the credit situation. 


Business Failures Decline 


in Week Ended Jan. 16 


Business failures for the week ended 
January 16 number 560, as compared with 
618 last week, 503 in the like week of 
1929, 580 in 1928, 583 in 1927 and 507 in 
1926. The Middle Atlantic States, although 
still at the head of the list, show a decrease 
from 214 last week to 209 this week. The 
New England States, which present the 
smallest number, show the largest decrease, 
from 81 to 6. 

The insolvency record for the United 


States this week makes a better showing | 
than that of last week, there being a reduc- 


tion of 94 failures, writes Dun’s. 


“Thus, defaults this week numbered 638, | 


against 732 last week, and decreases oc- 
curred in all geographical sections. The 
comparisons with the returns a year ago, 
however, disclose an increase of 55 this 
week, there having been 583 insolvencies 


in this week of 1928. The rise was in the | 
East and the West, both the Southern and | 


Pacific Coast sections reporting improve- 
ment. 


“With a total of 76, Canadian failures | 
this week compare with 72 last week and | 


68 reported a year ago.” 





New Prices on Rich Golf Tees 
Were Recently Announced 


New prices have been announced on the 
Rich golf tees. The following prices are 
now effective, 12 boxes, 18 tees to the box, 
9 cents per box. Quantities of 72 boxes, 
8 cents per box. Quantities of 144 boxes, 


|7 cents per box. 
| prices prevail: Lots of 100, 40 cents. Lots 
| of 5000, 25 cents per 100. 


| 667,000, as 
| week and $14,407,238,000 in this week last 


| dian 
| against $308,247,000 last week and $367,- | 
| with the same week in 1928. 


In bulk, the following 


Lots of 10,000, 
20 cents per 100. Lots of 25,000, 18 cents 


per 100. 


Week’s Price Average Was 
93.2 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University, 


announced on Jan. 17, that wholesale 
commodity prices for the week ended 
Jan. 17 and based on Dun’s quotations, 


averaged 93.2 per cent. 


The December average 92.8 


was 


cent. The purchasing power of the dollar | 


was 107.3 on a 1926 basis of 100c. The 
December average was 107.7. 
Crump’s index of English prices for the 


week on the revised 1926 level was 86.8. 


The December average was 88.3. 
The Italian index on the revised 1926 
basis for the week ended Jan. 12 was 69.6. 


Bank Clearings Show Loss 
As Compared to Last Year 


Bank clearings in the United States for 


| the week ended January 16, as reported to 


3radstreet’s Journal, aggregated $11,273,- 
against $12,927,168,000 last 


year. There is here shown a decrease of 
12.7 per cent from last week and of 21.7 
per cent from the like week of 1928. Cana- 
clearings aggregated $329,436,000, 


621,000 in this week last year. 





| ended 


per | 


| districts 
| loading amounted to 27,415 cars, a reduc- 
| tion of 3424 cars under the same week in 





November Paint Sales Decline 
Gain for Year Is Indicated 
Total sales of paint, varnish and lacquer 
products during November, as reported to 
the Department of Commerce by 452 firms, 
aggregated $24,935,571, as compared with 


| $32,235,984 in October and $25,116,320 in 
| November, 1928. 


| of 1929 to show a decrease when compared 


This was the first month 


The 
decline represented a slump in industrial 
sales from $9,706,788 to $8,886,799. 


and unspecified both 


with the corresponding one in 1928. 


Trade 
sales showed mod- 
erate increases. 

For the first eleven months of 1929 the 
total amounted to $363,883,252 as 
against $344,414,512 for the same period 
in 1928. 
trial which were approximately 
$10,000,000 more than in 1928, while trade 
about $6,000,000 and 
$3,000,000 


sales 


The largest gain was in indus- 


sales, 


sales advanced un- 


specified sales making a_ net 


| total gain roughly of $19,000,000. 


Freight Loadings Show Gain 
in Week Ended Jan. 11 
Loading of revenue freight for the week 


Jan. 11 totaled 863,191 cars, the 


| car service division of the American Rail- 


way Association announced. today. 
Compared with the corrésponding week 
in 1929 this 51,247 


cars and a reduction of 44,110 cars. below 


was a reduction of 


the corresponding week two 
The total for. the week of Jan.:11 was 


an itfcrease of 86,932 cars above the pre- 


years. ago. 


Loadings for the week com- 
the 


ceding week. 
pared with 
follows: 
Miscellaneous freight, -297,126 
17,407 cars; merchandise less 
than carload lot freight, 227,795 cars, a 
reduction of 7090 cars; coal, forest prod- 
ucts, 49,274 cars, a decrease of 4665 cars; 
ore, 9120 cars, a decrease of 604 cars; 


same week fast» year 
cars, a 
decrease of 


| coke, 10,534 cars, a decrease of 1157 ¢ars; 


grain and grain products, 39,483 cars, a 
reduction of 4631 cars. In the western 


alone grain and grain products 


1929. Live loading totaled 29,700 
cars, a decrease of 2311 cars. In the 
western districts alone live stock loading 
amounted to 23,444 cars, a decrease of 915 


stock 


cars compared with the same week last 
year. 
All districts, except the Pocahontas, 


reported reductions in the total loading of 
all commodities, not only compared with 
the same week last year but also compared 
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Conditions Are Seasonably Satisfactory — 
4 Some Price Changes Are Effective 


(Chicago Office of HARDWARE AGE) 


CHICAGO, Jan. 28.—Conditions are seasonably satisfactory at this 
time. A few weak spots are showing in the market, but the general 


tendency is toward firm figures. 


Wire cloth prices have been re- 


established here, with 14-mesh galvanized quoted at $2.05, an ad- 


vance of 5 cents. 


Previous price concessions have been withdrawn. 


Apparently this ends for the remainder of the season the below-cost 
selling which has characterized the wire cloth market for nearly 


three months. 
week. 


Sales of nails, wire and staples are improving each 


Linseed oil, which has shown a tendency to climb, took a decided 
drop of 8 cents a gallon early last week, whereas turpentine advanced 


2 cents. 


Raw linseed is now quoted at $1.17; turpentine at 67 cents. 


Signs of spring business on paints and oils are multiplying rapidly 
and volume will soon be registering in heavy figures. Heavy steel, 


bevel, inside locksets have declined from $6 to $5 in case lots. 


Steel, 


bit-keyed front door sets are down to $1.35 from $1.55 per set. Chain 
is moving at a lively rate, more so than at this time last year. Skates 
are still active, along with other winter sporting goods, although the 
trade in skis and toboggans is beginning to taper off. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. CHICAGO. 


AUTOMOBILE ACCESSORIES. 
Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45¢. each; Champion Blue- 
Box line, 53c. each; C., 53c. each; 
lots of 100, 50c. A. & Special Ford, 
36c. each. 
Spot Lights. —Appleton, No. 3280, 
' $6.50 each. 
Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 
Jacks.—National Standard, No. 21, 
a each. 
Pumps.—Rose, 1% in. 
$1.85 each. 
Hl and Tubes.—Mansfield tires, 
x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6. 50; Lib- 
$9.50; Mansfield heavy 
we “a Mansfield double 
, $13.25; 32 x 6.50, 
rT 


cylinder, 


6.50, $2.70 each 
Less 10 per “cent on casings and 


12% per cent on tubes. 
Anti-Freeze Solutions.—Prestone, 
$3.80 per gal., in less than full case 


lots; in full case lots, $3.60 per gal. 


BOLTS AND NUTS. 

Large carriage bolts, cut thread, 
60 per cent discount; small carriage 
bolts cut thread, 60 per cent dis- 
count; small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large ‘machine bolts, to thread, 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent dis- 
count; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. All 
discounts are from “full case’”’ lists. 


BUILDERS’ HARDWARE. 

3% x 3% steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair; 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, $6.00 per doz., sets 
in case lots. Steel, bit-keyed ‘front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.00 
per set. Cylinder front door sets, 
$6.00 per set. 


CHAIN. 


¥%-in. proof coil chain, $11.00 cwt.. 


| 





base; trade- — coil chains, 40-10 
per cent off 1 


COPPER eavite AND BURRS. 
Copper rivets and burrs, 30-10 per 
cent off list. 
ELECTRICAL GOODS 
EQUIPMENT. 


Electrical 


AND RADIO 


Merchandise.— No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; %-in. brush 
brass key sockets, 13c. each; lots of 
25, 12%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 
5c. each; dry cells, boxes of 55, 3244c. 
each; less than case lots, 36c. each. 
Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $16.65. 
Radio Supplies.—Radio B batteries, 
D779 E, $1.40 each; in case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, Bo 06 each: ae 
5, $1.92; No. , $3.20 each; pack- 
ages of 5, $2. 7 —_ 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in — standard pack- 
ages, $2. 06 ea 
Radio Tuses-UX- 201A, 75c.; UX- 
199, $1.20; WX-227, $1.50; UG- 171A, 
$1. 35; UX- 250, $6. 60 each; UX-245, 
$2.10 each; UX-224, $2.40 each. 


HANDLES, HICKORY. 
No. 1 hickory ax handles, $4.00 per 
doz.; No. 2, 00 per doz.; finest 
selection second-growth white hick- 
ory handles, $6.50 per doz.; special 
white second-growth hickory, $5.00 
per doz.; No. 1 hatchet and hammer 
handles, 90c. per doz.; second-growth 
hickory hatchet and hammer handles, 
$1.75 per doz. 


ICE SKATES. 
Union hardware skates, No. 1624, 
75c. per pair; No. 524 $1.15 per 


pair; No. 624, $1.00 per pair. Chil- 
dren’s extension bob skates, 35c. per 
pair; Nesto Johnson Flyer skates, 
$5.25 per pair. 


INDOOR ATHLETIC SUPPLIES. 
Official indoor league baseballs, 14- 
in., $16.00 per doz.; 12-in., $14.00 per 
doz.; Kork Kore official, 12- in., $12.00 
per ‘doz. Playground balls, cowhide 
covers, 12-in., $6.75 per doz. Indoor 


bats, 33-in., ash, $6.00 per doz.; cork- 
grip, $10.80 per doz. 





NAILS, WIRE AND STAPLES. 


L.c.l. quantities, common wire and 
cement coated nails, $2.95 base, car 
loads on application; steel cut nails, 
$4_ base. 

9 black annealed wire, $3.30 
No. galvanized, plain 
wire, per cwt. Catchweight 
spools, galvanized cattle or hog wire, 
$3.85 per ewt.; polished fence staples, 
$3.65 per cwt. 


POULTRY NETTING. 
Poultry netting, galvanized before, 
63% per cent off list; galvanized 

after, 60 per cent off. 


PAINTS AND OILS. 
Linseed Oil, Raw. — Barrel 
$1.17 per gal.; 5 barrel lots, 


per gal. 

Linseed Oil, Boiled.—Barrel 
$1.20 per gal.; 5 barrel lots, 
per gal. 

Denatured Alcohol. — Barrel 
63c. per gal.; steel drums, 
$10, returnable. 

Turpentine. — Drum lots, 67c. per 
gal., net. 

White Lead.—100 Ib. kegs, $14.25 
per cwt.; 50 Ib. kegs, $14. per 
ewt.; 25 Ib. kegs, $14. e kg cwt.; 
12% lb. kegs, $14.75 per 

c ra Ib. cuts) xe White, $2.48 
. in barrel lots; orange, $2.08 
. in barrel lots; second grade 
$2.17; second grade orange, 


English Venetian Red.—In barrels, 
5%c. per Ib.; in 100-lb. lots, 6%c. 
per Ib. 

—e Paste.—Barrel lots, 7%4c. per 


lots, 
$1.14 


lots, 
$1.25 


lots, 
extra, 


OVEN WARE. 

Round casseroles, 
doz.; 1% qt., $14 per doz.; 2 qt., $16 
per doz.; Oval casseroles, same 
prices as round; 8-in. pie plates, $6 
per doz.; 9-in. pie plates, $7.20 per 
doz.; small utility dishes, $8 per 
: large utility dishes, $14 per 
oz. 


ROPE. 
Best manila rope, 21c. per Ib.; base; 
No. 2 manila, 19c. per 1b., base; No. 
2 sisal, 14c. per Ib., base. 


SAWS. 

Circular cord wood, 20-in., $1.90 to 
$2.50; 22-in., $2.25 t $3. ¥ 24-in., 
$2. 60° to $3.50; 26-in., $3.00 to $4.00; 
° $3.50 to $4.50; 30- . "4.00 to 


Crosscut, 5 ft., narrow, champion 
tooth, $1.55 each; 5% ft. wide, cham- 
pion tooth, $2.10 each; 5% ft. wide, 
lance tooth, $4.35 each; 4 ft., one- 
man, champion tooth, $2.45 each. 


SKIS. 

5 ft., edge grain pine, 60c. per pair; 
5-ft., 90c.; 6-ft., $1.30; 7-ft., $1.70: 
6-ft., mahogany finish magnolia, $1.50 
per pair; 7-ft., $1.90; 6-ft., ash, $2.35 
per pair; 7-ft., $ $3.30. 


1 qt., $12 per 


STEEL SHEETS, FLAT OR CORRU- 


GATED. 
Galvanized sheets, 24-gage, $4.90 
per cwt.; 24-gage black sheets, $4.05 
per cwt. 


TOBOGGANS. 
' 6-ft. toboggans, $4.25; 8-ft., 


WIRE CLOTH. 
Black, 12-mesh, $1.60; galvanized, 
—_— $2.00; galvanized, 16-mesh, 


WRENCHES. 

Agricultural wrenches, 60-10-5 per 
cent off list; engineers’ wrenches, 
50-10-5 per cent off; knife-handled 
wrenches, 40-10-5 per cent off; genu- 
ine Stillson wrenches, 70-10 per cent 
off; genuine Trimo wrenches, 70-5 
per cent off; Stillson pattern wrenches, 
75-5 per cent off. 


$5.70. 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., Jan. 28.—Business in the Northwest tribu- 
tary to the Twin Cities is somewhat “spotty,” due to the weather 
conditions and the conditions of the highways, many of which are 
difficult to keep open. Road crews are working to clear the roads 
from the snow, and transportation on highways is being kept at a 


fair degree of efficiency. 


Reports from over the territory continue to show optimism as to 
prospects for the new year. While in some districts the crops were 
not up to the average, taken as a whole the returns were good, and 
retailers are looking forward to a better year than in 1929. 

Prices have been revised on some of the items in the quotations 
below. Chain is quoted on a different basis. Solder is slightly 
lower. Other prices show but little change. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. MINNEAPOLIS OR ST. PAUL. 


AXES. 


Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20.00 
to $21.50; single bit, handled, $19.25; 
double bit, handled, $24.25 doz., net. 


BOLTS. 

Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 

BALE TIES. 

Single loop, 91%4 x 14, $1.51; 914 x 15, 

$1.36; 9% x 14, $1.53 per bundle. 
BRADS. 

Wire brads, in 25-lb. box, at 75 per 

cent from lists. 
BUILDING PAPER. 


Red rosin sized building paper, 
$2.60, and tarred felt, $2.80 cwt., net. 


CHAIN. 
Log chain, cepperet. 4 x 14, $1. 
5/16 x 14, $2.11; % $2. 89; seit 


colored, y¥, x 14, ‘$1. 40; +516 x 14, $1. 88; 
3% Xx 14, $2.54 each; proof coil chain, 


¥% in., $8.78; 3% $16.04; % in., 
$26.13: 56 in., $41. sa per 100 ft. 
COAL HODS. 


Coal hods, japanned, open, 17-in., 
$3.35; 18-in., $3.85; funnel, 17-in., 
$4.30; 18-in., $4.90; galvanized, open, 
17-in. .» $4.70; 18- in., $5.10; funnel, 
17-in., $5.80; 18-in., $6. 30 doz., net. 


FILES. 


First quality files, 50 per cent, and 
jobbers’ brands, 60-10 per cent from 
list. 


GALVANIZED WARE. 


Standard galvanized pails, 10-at., 
$2.70; 12-qt., $2.85; 14-qt., $3.10; stock 


pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $9.35; ‘heavy, No... I, 
— 20; No. 2, $14.40; No. 3, $15.60 doz. 
net 


GLASS AND PUTTY. 


Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


GLASS OVENWARE. 


No. 623, casseroles, $1.00; No. 643, 
casseroles, $1.17; No. 634 casseroles, 
$1.31; No. 212, bread pans, 60c.; No 
200, pie plates, 67c.; No. 209, pie plates 
60c.; No. 231, utility dishes, 67c.; No. 
24 tea pots, $2.00; No. 26 tea pots, 
$2.33; No. 953 percolator tops, 7c. 
each net. 


NAILS. 


Standard wire nails and cement 
coated wire nails, $2.90 per 100-Ib. 
keg base. 


REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


SANDPAPER. 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 65c. lb. base; 
second grade, 38c. lb.; third grade, 


27c. lb. base, net and cast iron sash 
weights, $1.95 cwt., net. 
SCREWS. 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 





cent; round head blued, 40 per cent; 





Current Business Is Spotty in Character. 
Some Prices Have Been Revised 


flat head brass, 374% per cent; round 
head brass, 32% per cent from lists. 


SKATES. 


Ice skates, Nestor Johnson North 
Star, aluminum, $6.7 75; nickel ae ty 
$5.75; Union, No. 590 and _— $5.2 
No. 595 and 595L, ‘$5. 25; . 550, $6. 06 
pair net. 


SNOW SHOVELS. 


Snow shovels, steel blade, straight 
handle, $4.15; D handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 


SOLDER. 


Warranted half and half solder, 
28c. Ib., and strictly half and half 
solder, 29c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 


Galvanized steel sheets, 24-ga. 
(base), $4.65; black steel sheets, 24- 
ga. (base), $3.90; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


STEEL TRAPS. 


Victor steel traps, No. 0, $1.10; No. 
1, $1.38; No. 1%, $2.44; No. 2, $2.36; 
Oneida jump traps, No. 0, $1.59; No. 
1, $1.83; No. 1%, $2.81 doz., net. 


TIN. 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 Ib., coating, IC, $14.75 box, net. 


STOVE PIPE, ELBOWS AND 
DAMPERS. 


Crystallized stove boards, 28 x 28, 
$16.65; 30 x 30, $19.35; 36 x 36, $27.00 
doz. net. 

Stove pipe, uniform blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths, elbows, 6-in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire han- 
dle, $1.15 doz., net. 


WINDOW VENTILATORS. 


Window ventilators, Continental, 
No. 837, $2.80; No. 1137, $3.45; No. 
1145, $4. 40; No. 1437, $5. 06; De- Flekt- 
Air, No $2.50; No. 87, $3.00; No. 
88, $4.70; Rio. 117, 4.35; Diamond E. 
No. 01B, $3.60; No. * $4.40; No. 2, 
$4.80; . 03, $5.6 40; 
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No $L, $7.20; “No. 4, $7.60; No. 5, 
$8.40 doz. i ee. we a No. 2, 
$1.75; No. 3, $2.00; No $2.50; No. 
5A, $3.00; No. 6A, $4. 0b: No. 6B, 
$5.50: No. 6C, $5.00 each list, with 
dealers’ discount of 33% per cent. 


WIRE. 


Galvanized barbed cattle wire, $2.89 
per 80-rod spool; galvanized barbed 
hog wire, $3.09 per 80-rod spool; No. 
9 (base), smooth, galvanized wire, 
$3.50 cwt., and No. 9, smooth, black 
wire, $3.05. 





Forms 


Forms for filing income tax returns 
have been made available at offices 
of collectors of internal revenue and 
branch offices. They were printed 
prior to the passage of the joint resolu- 
tion of Congress providing for tax 
reduction and the forms for individuals 
therefore are accompanied by “riders” 
showing the reduced rates of normal 
tax which are % of 1 per cent on the 





Available For Income Tax Returns 


first $4,000 of net income in excess of 
the personal exemption and credits, 2 
per cent on the next $4,000 and 4 per 
cent on the balance, instead of 1% per 
cent, 3 per cent and 5 per cent. 
Form 1040A is for income derived 
chiefly from salary or wages not in 
excess of $5,000. The larger form, 
1040, is used to report net income de- 
rived from a profession or business, 





including farming, or from the sale or 
exchange of property, and also for re- 
porting net income in excess of $5,000 
from whatever source derived. 

Form 1120 for corporations and 
form 1120L for life insurance com- 
panies also are accompanied by riders 
showing the reduction in rate from 12 
to 11 per cent. 
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fF YORK Conditions Are Seasonably Normal — 
N W 4 Prices Show Few Important Changes 


NEW YORK, Jan. 28.—Conditions in the Metropolitan hardware 
market are seasonably normal. As is usual at this period of the 
year current orders for immediate shipment are rather light. Fu- 
ture orders continue to indicate an optimistic attitude among deal- 
ers regarding prospects for an active spring trade. 

Wholesalers express the opinion that the first signs of more mod- 
erate weather, heralding the spring season will serve as a needed 
stimulus to the demand. Building operations are showing indica- 
tions of increased activity, and according to labor reports more jobs 
are available to the unemployed at present than have existed for 
some time. The general business depression which has prevailed 
recently appears to be more pronounced within the urban area than 
in the suburbs and adjacent trade territory. All authorities have 
predicted a steady improvement in conditions with a resumption of 
business to normal levels before summer. 

Prices in the main are fairly steady and few changes of impor- 
tance were made during the past week. Rumors are circulating 
that Yale & Towne are contemplating some price revisions in the 
near future. 

While collections are somewhat spotty, the average is reported as 
being fairly satisfactory. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. NEW YORK. 


ANTI-FREEZE SOLUTION. por ale: oe — A = 
“Ee ae age ae , WU gt ane .75 per pair; Flemish, 5.5 o 
Eveready - Des tone ae gal. poy $11.55 per pair; Swedish, $5.75. to $7 

$1.90; gal. cans, $3.60; 1% gal. cans, — 4 my i 
$5.40 each per pair; Burnt antique, brass, $6.25 
oo ' to $12 per pair. 

Fire sets, black finish, $4.85 to $5 

ASH SIFTERS. : , a per set; black-brass' balls, $6.75; 
Rotary galvanized ash sifters, $2.00 Flemish, $7.65 to $9 per set; Burnt 

ee eo. nie: ne eee antique, brass, $7.65 to $9 per set; 

n lots o 2 or more, 0 Swedish, $7.75 per set. 
dozen. Grate baskets, black a $5.75 to 
$6 each; Flemish, $8.65 to $10 each, 

BATTERIES, RADIO. Sinai one cage ys Z 

Spark guard, black finish, $4.15 
No. 764, $1.22, units of 5, $1.14; No. each. 
763, $1.05, units of 5, 97c. ; No. 168, Fire screens, black finish, $5.65 
$1. 22, mg a $1. 14; No. 711, 35c., each; Swedish, $8.65 each; and Burnt 
units oO 2€., NO. 16a, 92.00, antique, brass, $8.65 each. 


units of 5, $1.92; . “No. 770, $3.00, wenics 
of 5, $2.80; No. 486, $3.20, units of 5, TING 

$2.97; No. 485, $2.22, units of 5, $2.06. GLASS BAKING WARE. 
Casseroles.—Round or oval, 1 qt., 


BATTERIES, FLASHLIGHT. $1; 1% qt., $1.17; 2 at., $1.28; square, 
No. 935 or 950, unit cells, 6%c. $1.17; casseroles with fancy covers, 
each; No. 750, 790, 791 and 706, 13c. 35c. higher. 
each; No. 703, 705 and 751, 19%c. Pie Plates.—S in., 50c.; 9 in., 60c.; 
each. 10 in., 67c. 
n Bread Pans.—No. 212, 60c.; No. 214, 
BATTERIES, NO. 6, DRY. i. 
First Quality, 32%c. each; Com- Utility Dishes.—No. 231, 67c.; No. 
petitive Quality, 23c. each. 232, $1.17 
Teapots.—2 cups, $1.67; 4 cups, $2; 
BATTERIES, HOT-SHOT. 6 cups, $2.33. 


No. 1662M, $2.51, units of 8, $2.37; 
No. 1461M, $1.77, units of 12, $1.67. GRASS AND PRUNING SHEARS. 


“Doo-Klip’’ grass shears, $10.80 


‘ 

BOLTS AND NUTS. per doz.; “Doo-Klip’ Long Handled 

Carriage bolts and lag screws, all grass shears, $18.00 per doz.; ‘‘Doo- 

sizes, 60 per cent off list. Klip’’ Pruners, $10.86 per doz. Com- 

Stove bolts, 75 and 10 per cent off petitive grass shears, 5% in. blades, 

list. 25c. each; Good quality 5% in. blades, 

Machine bolts, all sizes, 60 per cent grass shears, 75c. each; High grade 

off list. grass shears, 7 in. blades, $1.00 each. 

Step bolts, 50 per cent off list. Competitive Pruning Shears, 25c. 

each; Other Pruning Shears, 64c., 

BUTTS. sic. $1.05, $1.15, $1.20 $1.66, $1.83 and 
2.50. 


Loose Pin, Plated Steel Butts, 3 
x 3, 18c. per pair in less than case ICE SKATES 


lots. Full case lots, 16c. per pair. 


316 x 3%, td pair in less than Union ice skates, hockey outfits, 

eine “xs 4 full case lots, 14%c. = men’s, No. 90, $5.25; No. 290, $6.00; 

then case lots. © ual anes tote, 990. | yn No. 90L, $5.25, and No. 290L, 

gg 4% x 4%, 52c. per pair. Racing outfits, men’s, No. 95, $5.25, 

5 x 5, 94c. per pair. and No. 925, $6.00; ladies’, No. 95L, 
$5.25, and No. 295L, $6.00. 

FIREPLACE FIXTURES. Club outfits, men’s, No. 212, $3.75, 





Andirons, black finish, $2.50 to $6 and ladies’, No. 213, $3.75. 








Professional hockey outfits, men’s, 
No. 390, 5. 

These prices are net per pair. 
Men’s shoe sizes in all cases are from 
4 to 11, and ladies’ shoe sizes in all 
cases are 3 to 9 


JUVENILE VEHICLES. 


Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 853, $9.70. 

Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 9382, $17.50 each. 

Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3.25 each. Doll carriages, No. 200, 
$1.60; No. 216, $3.35; No. 222, $3.90, 
and No. 232, $6. 50. Prices are each 
and net. 

Doll coaches, No. Re $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net. 


LAWN MOWERS. 


8-inch wheel, 3 blade, plain bear- 
ing, 12-inch reel, $4.50, 14-inch reel, 
$5.00, 16-inch reel, "$5. 25; 8-inch 
wheel, 4 blade, ball bearing, 12-inch 
reel, $5.50, 14-inch reel, $5.85, 16-in 
inch reel, $6.20; 9- inch wheel, 4 
blade, ball pearing, open wheel, 12- 
inch reel, $5.85, 14-inch reel, $6.20, 
16-inch reel, $6.50, 18-inch reel, $7.25; 
10-inch wheel, 4 blade, ball bearing, 
12-inch reel, $6. 15, 14- inch reel, $6.50, 
16-inch reel, $6.85, 18-inch reel, $7.75; 
10-inch wheel, 5 blade, ball bearing, 
15-inch reel, $12.00; 17-inch reel, 
$12.75, 19-inch reel, $13.25, 21-inch 
reel, $14.00; 11- inch’ wheel, 5 blade, 
roller bearing, 15-inch reel, $19.00, 
17-inch reel, $20.00, 19-inch reel, 
$21.00, 21-inch reel, $22.00. March 1 
dating is allowed. 


LINSEED OIL. 

Linseed oil, raw, per pound: Single 
barrels, 14.8c.; 5 barrels or more, 
14.4c.; carload lots, 14c.; tank cars, 
13.2. Prices apply to the Metro- 
politan area and include truck de- 
livery of small lots to store door 
within prescribed limits. Tank car 
prices include delivery within a stip- 
ulated zone. Boiled linseed oil is 
quoted at 4c. per pound additional. 


NAILS. 

Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated: 
base price for New York City, Brook- 
lyn, Queens, Westchester and New 
Jersey is $3.35 per keg; in Nassau 
and Suffolk counties, $3.50 per keg. 
Cut nails, less than 10 kegs, $3.90; 
over 10 kegs, $3.65 per keg. 


ROLLER SKATES. 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with _ self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.52 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding 
bolt, 65c. per 100, and toe clamps, 
12c. per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
or boys or girls, 85c. per pair. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 


SASH CORD. 
Sash cord, Samson Spot, No. 7, 
61c, No. 8, 60c.; Aetna, No. 7, 30c. 
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plated, 25 and 10; flat head, galvan- 
ized, 17% and 10; flat head, brass, 


‘ per Ib.; No. 8, 29c. per lb.; Phoenix, Stove pipe wire, plain iron wire, | Tire display racks, $10.00 each. 
No. 7, 438c. per 1.3 No. 8, 42c. per lb. 50 ft. in a box, 12 boxes in carton, Prices in all instances are each. 
Sachem, No. 8, 38c. per lb.; No. 9, 19 gage wire, 40c. per carton, and 18 
33c. per Ib. gage wire, 45c. per carton. TOYS. 
| Stove lifter, nickel plated, cold | 
SCREWS. | poten a a Ro ina a SS | Child’s garden sets with 18 in. han- 
- ss eacn net. ove pokKers, nicke le da, | 
, Wood screws, flat head, _ bright | cold spiral et ‘12 ta a box, Yh x | og Net, a Nu er 300. —— "age ° 
ren, 45 and 10; round head, blue, 40 18 in., 61%4c. each: % x 24 in., 15¢e aad he Babe : ese es rake 564 
anc 10; ‘ 42 pe Pt ae oe é ox Rey - cade y iawn nower, NO. o64, 
pl ‘and 10;"flat head,” galvan- | each. Never Break Poker, 19. ‘each. 5d5c. each; in lots of 12 or more, 50c. 
| 


12 or more, 75¢c. each. 

Bissell’s top carpet sweepers, Lit- 
tle Helper, 1634c. each; Little Gem, 
314c. each; Little Je wel, 8344c. each; 
and Bissell Junior, $1.33% each. 


TRAPS, GAME. 


Victor game traps, No. 0, $1.20; 
No. 1, $1.50; No. 114, $2.70, and No. 


| 
Furnace pokers, wrought iron, 3 | eacl No. 565. &5c. each: cee 
ized a ft., 66c.; 4 ft., 84c.; 5 ft. $1.00, and | Ten to 
37% and 10; round head, brass, 324% 6 ft., $1.16. 
and 10. These discounts apply to Flue scrapers, black iron, 30 in. | 
new standard screw lists. Full pack- long, 12 in a bundle, 4c. each. 
age lots take an extra 5 per cent. Flue shovels, japanned, round han- 
Machine screws, flat and round dle, 3 in a bundle, 8 in. handle, 5c. 
head, brass, 60 per cent discount. 12 in. handle, 6c.; 15 in. handle, 9c. | 
Iron, 60-77% per cent discount. galvanized, one piece steels, ound 
handle, 3 in a bundle, 12 in. handle, 
SLEDS. | 7c.; 14% in. handle, 1lc.; extra-heavy, 


japanned, scoop, 6 x 9 in., round 


| 
Flexible Flyers, No. 1, $2.50; No. 2 ony 3 | 2, $3. 70. Prices are’ net per dozen 
% ee handle, capped end, 25% in. overall, | 4 > per dozen. | 
i 16%; $5 $334 3, $4. “ No. 4, | gets F 3 in a bundle, 11%4c.; Never Break, | Victor jump traps, No. 0, $1.75; No. 
o. 5, $5.83%; Jr. Racer, $3. 0, anc 6 in a bundle, 38c. | 1, $2.00; No. 1%, $3.05, and No. 2, 


Racer, $4.33%. 
Fire Fly, No. 9, $1.14; No. 10, 


| 

| 

| 

| $4.80. Prices are net per dozen. 
$1.363%4; No. 11, $1.71; No. 12, $1.933%, | 

| 


Stove boards, 30 x 36 in., $1.43; 30 | 
x 42 in., $1.77; 18 x 18 in., 60c.; 24 x | 

24 in., 78c.; 26 x 26 in., 80c.; 28 x 28 | WINDOW SCREENS. 
in., 90c.; 30 x 30 in. $1.05; ge x 4 

in., $1.25, and 35 x 35 in. 5 





and racer, $1.98%4. : 
Allen seld backs, No. 1, $1.00 each. 
Perfection adjustable sled back, 





Diamond E, galvanized, 14 mesh 
wire, No. 01, $3.20; No. 1, $6.40; No. 










No. 10, $1.06 each. 7 — 3, $8.40; No. 4, $9.60; No. 6, $10.40; 
| TIRES AND TUBES. No. 7, $12.40; No. 8, $12.40. All prices 
STOVE GOODS. | Mansfield tires, 4 ply, a type, mae net per dozen. nee 
Stove pipe, back iron, 28 gage, 12 29 x 4.40, $7.40; tubes, $1.50; 30 x iamond E, bronze, 16 mesh_ wire, 
lengths in a bundle, 4 in., 12c.; 4% | 4.50, $8.25: tubes, $1.60; 29 x 4.75, No. 11, $10.40; ae. 13, $12.40; No. 14, 
in., 13%¢.; 5 in., 15¢.; 514 in., 16% be | $9.55: tubes, $1.70; 29 x 5.00, $9.90: emg — 2m $14.40; No. 17, $16.40; 
a in., 19c. i ee 98 | tubes, $1.75; 30 x 5.00, $10.20; tubes, No. 18, $16.40. 
Stove pipe elbows, black iron, 28 | $1.80: 3 © 5.00 BE 4S (85: ‘ 
gage, 12 in a bundle, 4 in., 15c.; 4% | $1.80; 3) x oon eae ee tet: — WIRE CLOTH. 
in., 15%4c.; 5 in., 16¢c.; 5% in., 17c.; 32 x 5.00, $11.75; tubes, $1.90; seo 
and 6 in., 18¢. | 5.25, $11.10; tubes, $1.85; 30 x 5.25, First quality, black, 12 mesh, $1.85; 
Pipe dampers, east iron, wood han- | $11.90; tubes, $2.00; 31 x 5.25, $12.35 fret quality, galvanized, 14 mesh, 
dle, 4 in., 914c.; 4%4 in., 10c.; 5 in., | tubes, $2.05; 29 x 5.50, $12.65; tubes, $2.25; competitive quality, galvan- 
10c.; 5% in., llc.: 6 in., 11%¢.; 7 in. $2.25. ized, 14 mesh, $2.15; first quality, 
1624c., and 8 in., 26%4c. | Same, 6 ply, 31 x 5.25, $14.70; tubes, bronze, 14 mesh, $5.80; competitive 
Flue stops, tin rim, lacquered, di- $9 05: 30 x 5.50 $16.05; tubes, $2.35: quality, bronze, 14 mesh, $5.75; first 
ameter, 8-3/16 in., 12 in a box, 64c. | piecing oe ieee 99Or-. 2 s quality, copper, 14 mesh, $5.45; com- 
| 30 x 6.00, $16.15; tubes, $2.25; 31 x stitive io rll a et Ore 
Stove pipe rings, tin lacquered, 12 : stare FR “Sp 2.30: 32 6.00 petitive quality, copper, $5.40. 
in a package, 4 in., 3%c.; 4% in., 6.00, $16.65; tubes, $2.30; ma inc pad, | Prices are quoted for 100 sq ft., 
3%c.; 5 in. 3%c.; 514 in., 4-1/6c.; | $16.96; tubes, $2.40; 33 x 6.00, $17.55; | f.o.b. dealer’s store. March 1 dating 
6 in., 4-7/1 2c.; and 7 in., 5e. | tubes, $2.55. | is allowed. 
BL Trade Continues to Show Improvement 
¥ |. Few Price Changes Have Been Made 
, (Pittsburgh office of HARDWARE Aa ) AUTOMOBILE TIRES AND TUBES. 
PITTSBURGH, Jan. 28.—Business continues to improve in this dis- | Mansfield tires, 4 ply baloon type, 
re , , ° : | 29 x 4.40, $7.40; tubes, $1.50; 30 ( 
trict, and cold weather items have been given considerable impetus | 3.35. tune eGo el Bo hee: 
° . . : s, $1.70; 2! 5 $9 90: wre 
in the last few days. These include sleds, ice skates, stoves, ventila- tubes, 30.'x 5.00, $10.20; tubes, $1,803 
tors and other products. Dealers are also showing more interest | 24o% gi90, S1).00:. tunes. $).59: 82) x 
in their spring lines, and in many cases are ordering out shipments | sab 10; tubes, $1.89; 5, $11.90; 
> eS, os. . vA x 










: tubes, 

29 x 5.50, $12.¢ 20 

, 6 ply, 31 x 5. 

5; 30 x 5.50, $16.05; 

6.00, $16.65; tubes, $2.25 
$16.65; tubes, $2.30; 


earlier than might be expected, particularly in view of the compara- 
tive uncertainty toward business conditions which still prevails. 
Salesmen representing local jobbing houses are sending in rather 











optimistic reports on current prospects, and it now looks like Janu- aio eee” $2.40; 33 x 6.00, $17.55; 
ary bookings would be fully equal to previous years. | ant ee CO cach 
Price changes during the week have not been numerous and old | per cent on tires and 15 per cent on 
quotations on many lines are being reaffirmed. Manufacturers of ‘ 
firearms are now naming prices which are generally the same as in | BATTERIES. 
previous years, although any changes are on the side of advance- | a a 
ment. Turpentine has advanced and linseed oil has declined. New | No 458 -.:-::-.:.05-. 82:28 $2.06 
prices are quoted. | No. 722 ............... 2 1.92 
Steel mill operations in this district are still improving, but speci- | No. 768 -..-...... peg 1:14 
fications for most products are no longer increasing as they did in | No. i863 bic ieaceasawss aan 37 
the early weeks of the year. The automobile companies are not yet | a oe 30 
heavy buyers of steel, but are increasing their requirements gradual- | N° 483 oc 78h a 
ly, and may be expected to be more active within the next 30 days. | _—_No. 6 ary cells, ignition type, unit 
Prospects are good for the building industry, and inquiries for struc- | "Fiasntignt- No. 995, 
tural shapes and reinforcing steel are increasing. Railroad car buil- Das tar ne ee ae 
ders are also taking heavier tonnages, and farm implement makers | gotdot Shot.—No. 1461, $1.67; No. 1661, 
2.37, 


have not reduced their requirements. Prices are soft, but the market 


is finding more strength at lower levels. New prices are effective on | BOLTS, NUTS AND RIVETS. 
| Bolts.—All styles except stove and 
steel sheets. tien Salta per 100 pieces, 60 oa cont 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | off list; stove bolts, 7 and 10 per 
RETAILERS, F.O.B. PITTSBURGH. | st. Pe 


cent off list. 
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ane —All styles, 50 per cent off No. 142, $32; No. 122, $48; No. 562, $5.75; 6-qt., $6.50; 8-qt., $7.50; 10-qt., 
lis $35.20; No. 382, $41.60. $8.40. All prices per doz. 
o— —Larger, $3.50 base per 100 Files. —Disston, 50 and 10 per cent 
pieces; small wagon and tinners’ riv- off list. Nicholson and Black Dia- VENTILATORS. 
ets, 60 per cent off list. mond, 50 per cent off list. Simonds, Continental line: D- Flekt- Air 
50 per cent off list. metal center ventilators, No. 63, 
Garage Vises.—No. 43, $2 each; No. é 
COAL HODS AND SHOVELS. 4345, $2; No. 14. $5 $2.50; No. 87, $3.00; No. 82, $4.70; No. 
Coal shovels, Monongah, No. 1, sleet acon Se 117, » 435 per —_ net. «Continental 
woo! rame clo ventilators. , 
$10.50; No.2. pili No; 3, $11.60 per =| PAINTING SUPPLIES. "00: ‘No. V-923, $2.00; No. 
Ready mixed paints, best grades, $2.00; 75; Ne 
- ac $2.60 per gallon; lower grades, $2 V-959° $4. 40: No. V-1537, $3.45; No. 
50; No. 3, $13 per doz. Pacemaker (white and dark greens, l5c. per gal. V-1549, $5.00 per doz. net. Conti- 
half polished, No. 1, $12.50; No. 2, $13: higher); white lead, 14%4c. per lb. in nental metal frame cloth ventilators, 
No. 3 $13.50 per doz. Black ‘gold, 100-lb. lots; 10 per cent less in lots No. 833, $2.50; No. 837, $2.80; No. eH 
No. pi $18.75: No. 2, $19.25: No. 3, of 500 lb. or more, and extra 4 per $3.75; No. 1137, $3.45; ‘No. 1145, $4.4 
$19.75: No. 4, $20 per doz.; Coal Hods, cent less on lots of a ton or more; 0. 1437, $5.00, and’ No. 1445, $5. 06 
Japanned, No. 5, 16 in., $3.25; 17 in., turpentine, 70c. per gal. in barrel per doz. net. 
$3.60 per doz. ; ’ Galvanized No. 10. lots; raw linseed oil, 15 3/5c. per Ib., Diamond E No. 33, $3 per doz.; No. 
16 in., $4.30; 17 in.. $4.75; 18 in.. in barrels lots. 01, $4.40 per doz.; No. 02, $4.80 per 
$5.25: 20 in., $7 per doz. Galvanized ’ doz.; No. 03, $5.60 per_doz.; No. 1, 
No. 70S, $8, and galvanized No. 86S, RADIATOR AND REGISTER $5.20 per doz.; No. 2, gr per doz.; 
$8.40 per doz. Galvanized No. 25, SHIELDS No. 3, $6.40 per doz.; No. 4, $7.60 per 
15 in., $5.50; 17 in., $6 per doz. ses “es doz.; No. 5, $8.40 per do a 
~— erg eg ae Shields nevUridbest a No. 2, $1.75; 
" wi Jater Pan Humidifier: No, 3. $2.00 No. 4, $2.50; No. 5A, 
FERTILIZER. Gold Bronte Walnut $3.00; No. 6A. $4.00; No. 6B, $4.50 and 
Old Gardener, assortment No. 1, Aluminum Mahogany Ivory 6C, $5.00. These are list each prices 
$98.16; assortment No. 2, $59.95; as- Each Each Each and subject to a dealer’s discount of 
sortment No. 3, $28.73. $3. 33% per cent. 
Koppers Velvet Lawn fertilizer, etd 
WIRE PRODUCTS. 


3314 od per cent off retailers’ selling fig- 
Fence Wire 


ure 

Loma fertilizer, per case of 24 1-lb. per 100 Ib. Annealed Galvanized 
vo. . ad 9 gage 85 $3.30 
; 2.90 


tA 

~ 
Sone 
nano 


cans, $3.60; per case of 12 5-lb. cans, 
$5.04; per case of 10 10-lb. bags, $7. 3 35 


FLASHLIGHT CASES. 


=. w .6 
a ce ae Me ee ae Register shields for floor use. Nos. 
$1.43; No. 6921, $2.40; No. 6924, $2.08; 1 and 5, $12 per doz.; No. 10, $10 per 
all each. doz. ‘ 
Winchester Assortment.—No. 1614. Register shields for wall use, Nos. 
$2.94 per assortment; No. 6214, $5.04 2 and 15, $6 per doz.; No. 20, $5.20 
per assortment. per doz. 


NDA Oe ye oe 
2 
i 
Ss 


SR2wwnrn 
oucoeocu 


1 £060.00 
Wreonmeu 
Cros S 


2-point 
2-point h 


4-point 
GAME TRAPS. SHEET METAL. eet 
Diamond No. 21, $1.35 per doz.; No. ee ee ver 

and copper a 4c 
21%, $2.44 per doz.; No. 22, $3.36 per Black sheets, No, 24 gage, in lots of Field 
~ 1 to 24 bundles, 3.85c. per Ib. : 
Victor No. - $1. net og is No. Galvanized sheets, No. 24 gage, in rods): 
1: $2.44 per doz.; No. 2, $3.36 per lots of 1 to 24 bundles, 4.50c. per Ib. 


2-point 


Zz 5 ns Light plates, blue annealed, No. 10 

Triumph No. 1, $1.32 per doz.; No. : 4 > 5. 3.35¢ 

1%, $2.20 per doz. ng hy lots of 1 to 24 plates, 3.35c. 
Blue annealed sheets, No. 13 gage, . 

ICE SKATES. in lots of 1 to 24 sheets, 3.50c. per 

lb No. 14% gage: 


3oys’ skates, in, 84e. : 
weit eheaaen tee aoe ha and Galvanized corrugated sheets, No. Poultry and rabbit: small mesh: 
Hockey pattern, $1.10 per pr.; 28 gage, 2% in., 4.13c. per square. 1736 38.25 
nickel-plated, $1.30 per pr. 
Sor en Oe ee on oo Flyer Sleds, 33% t 6 
3. aa -plated, x ze exible yer Sleds, 1 er cen . 
per pr.; nickel-plated, $1.50 per p off factory list. ” Steel Fence Posts: 
MISCELLANEOUS TOOLS. Lightning Glider Sleds, 32 in., $1; Galvanized Painted 
Circular Saws.—6 in., $2.25 each; 34 in., $1.20; 36 in., $1, 2 45 in., $1.75; Tubular Angle Steel 
g ing $3.00; 10 tn. $4.00. 7 SL a0 52 In" 830 | “each 
Cross Cut Saws.—Simonds Crescent Pp & 5c. each 38c. each 
ce. each 40c. each 


Ground, Nos. 13, 22, 9 133, on and , 
325, 5 ft., $5.40; 5 $6; $7. SPRINKLING CANS. ; Sc. anch 
Electric Drills.—N: ‘s “44 so4° ‘Gach: Galvanized sprinkling cans, 4-at., per keg, $2.60. 


Business in General Is Very Good— 
5 ; is . 
. Agricultural Conditions Are Improving 
(Atlanta office of HARDWARE AGE) ALUMINUM WARE. 

ATLANTA, GA., Jan. 28.—Business in general throughout this terri- 1 pint dippers with blackwood han- 
tory, as reported by Atlanta hardware jobbers, is very good and ce ggg TE WB porn) 
with dealers completing their annual inventories, buying is expected ot po ge ry bg anc’, Fr: 
to continue with a very satisfactory volume for the next few weeks. tea Kettles, $9.00 per doz; 6% gt. tea 
Heavy shipments in farming tools and implements is noted at this boilers, $6.00 per doz.;’ 4 qt. convex 

kettles, $6.00 per doz.: 6 qt. convex 


time, however, orders for general hardware also are very good. kettles, $7.50 per doz.; 8 qt. convex 
kettles, $8.50 per doz.; 10 qt. convex 


With the passing of the first month of 1930 optimism continues to Kettles, $10.90 per doz.; 2 at. convex 
prevail throughout the Southern territory, and the very fact that at, aes a at, nie ibdaere: 
the trade anticipates a good year will, of course, exert an enormous cor dae: th at ak cake BAS Ser 


influence on conditions. People of the South are encouraged by the doz. 


growth of industry and improvement in agricultural conditions that | AIR RIFLES. 
. : . = No. 20 A . 3 . 
are now taking place, and are being filled with new hope and con my J weap yg a ~ - ‘io a 


° hap- doz.; No. 3, $24.00 doz.; No. 25, 
fidence that will spur them on to a year of greater wealth and hap doz; No. 3, $24.00 per doz.: No. 26. 


ier livin > Little Daisy pop guns, $3.20 per 
p & doz.; No. 14 pop guns, $6.00 per doz. 


Collections at this time are reported as being fairly good. Air Rifle Shot.--2%-oz. lead shot, 

9 3.50 ' #02., 3 TY 

ee STEEN TO | ie tees The metal, a oe 
, £.U.D. . 100 tubes. 

















ea 
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’ AXES. 


Single bit, base weight, unhandled, 
$14.65 to $16.00 per dozen. Double bit, 
$19.65 to $20.50 per dozen. Single bit 
with No., 1 handles, $18.90 per dozen. 
Double bit with No. 1 handles, $23.90 
per dozen. 


BACK BANDS. 


No. 79, Shop hook, back band 5 in., 
$3.50 per doz.; No. 122 Shop hook 
back band 5 in., $3.50 per doz.; No 
R19 back band with boss hook, $3. 00 
per doz.; No. B5 back band less 
cooks, $1. 75 per doz.; Humane back 
band, $4.50 per doz.; No. 24 Humane 
back band, $6.00 per doz. 

Back Band Webbing.—No. 0, 4 in., 
25 per 100 Ps No. 0, 5 in., $6. 50 per 
ioe ft.; No. I, ¢ in., $3. 50 per 100 ft.; 

No. 1, 5 im., $4. 25 per 100 ft. 


BALE TIES. 


9 ft., 16% gage, $0.93 per bundle; 9 
ft., 16 gage, $1.05 per bundle.; 9% ft., 
15% gage, $1.20 per bundle; 9% ft., 
144% gage, $1.45 per bundle. 


BOLTS AND NUTS. 


Cut thread carriage and machine 
bolts, 60 per cent off; rolled thread, 
60-10 per cent off; lag screws, 60 per 
cent off; hot and cold presed nuts, 
50-10 per cent off; stove bolts, 75 per 
cent off. 


CLOCKS. 


Big Ben, plain, $2.29 each; De 
Luxe, plain, $2.64 each; De Luxe 
luminous, $3.52 each; Ben Hur, plain, 
$1.76 each; Ben Hur, luminous, $2.46 
each; American, $1.05 each; Monitor, 
75c. each. 

All above in colors at same price. 

Pocket Ben plain watches, $1.05 


ach, 
— Ben luminous watches, $1.58 


each. 
COTTON COLLARS. 
Per Doz 
RMIT COURTS 655 56065 cbse ve $10.00 
Lankford Jr. collars .......... pe 
INO COMBIN: cc icsivesveseedes 13.00 
Gl DOCH COURTS: cies ccses ec css 6.50 


COTTON ROPE. 


Prices 26c. to 32c. per pound. 


ENGLISH POTS. 


| ERA ee CCR eres eae % 20 
ER ee ee er ar 2.80 
op Se ee ee rie ee 3.50 
BRE oor lah arc Dictate no-cd err eaineeee 4.10 

a Se ren hee ane 5.00 
PN eae Ob ni eis.aoaie eo een manta 5.90 
FILES. 


Simonds files, list, less 50 per cent. 
Black Diamond, list, less 50 per cent. 
Great Western, list, less 60 per cent. 
Royal, list, less 70 per cent. 


FORKS. 
Per Doz 
4 tine manure forks ........... $10.80 
5 tine manure forks ........... 12.50 
1 22S WIRES. TOTES 2.0.5 cc nese 14.65 
ee Se er 25.95 
2D FING GOON TORRE ovcikcccscicves 30.25 


FURNACE SCOOPS. 


D handle, coat ve grade, $6.00 
per doz. Good grade, $8.00 to si 00 
per doz. 


GALVANIZED BARBED WIRE. 


2 point heavy cattle, $2.50 per 80 
rod roll; 4 point heavy cattle, $3.30 
per 80 rod roll; 4 point heavy cattle, 
$3.50 per 80 rod roll. 


GALVANIZED WARE. 


No. A tubs, $4.00 per doz.; No. 0, 
$5.20 per doz.; No. 2, $7.20 per doz.; 
No. 3, $8.40 per doz. 

8 quart galvanized pails, $1.98 per 
doz.; 10 quart, $2.24 per doz.; 12 
quart, $2.46 per doz.; 14 auart, $2. 76 
per doz.; 16 quart, $3.34 per doz. 

10 quart galvanized fire pails, 





round bottom, stenciled, $4.50; 12 qt., 
$4.75 per doz. 

5 gal. garbage cans, $6. a 7 gal., 
$8.75: 10 gal., $9.25 per doz. 


GRINDSTONES. 


4c. per lb. Common_ grindstone 
fixtures, $6.00 per doz.; ball bearing 
grindstone fixtures, $16.00 per doz. 


HAMES. 


No. 61 Lone Star, $12.50 per doz.; 
No. 161 Lone Star, $10.00 per doz.; 
No. 31 Lone Star, $18.75 per doz.; 
No. 63 Lone Star, $14.00 per doz. 


HANDLES. 


No. 1 D spade shovel and scoop 
with steel D4, $4.00 doz.; No. 1 D cot- 
ton seed fork with steel D “> strap 
and ferrule, $6.50 doz.; No. 1 D spad- 
ing fork handle with steel D cap 
strap and ferrules, $6.00 doz.; No. 1, 
4% ft., 6% ghoyel handle, $4. 00 per 
doz.; No. 4% ft.. bent spade han- 
dles, $3. 50" ‘per doz.; No. 1, 4% ft., 
plain manure fork handles, $2.50 per 
doz.; No. 1, 4% ft., with cap strap 
and ferrule, $4.00 per doz.; No. 1, 
6 ft. rake handles, $3.00 per doz. 


HANDLES, (HOE). 


No. 1, 5 ft. Goose “— hoe handles, 
$2.00 per doz.; No. 5 ft. goose neck 
hoe handles with iavatee $2.40 per 
doz. 


HOES, (HANDLED). 


6 in. light cotton with 4% ft han- 
dle, $6.50 per doz.; 6% in., light cotton 
with 4% ft. handle, $6. 85 per doz.; 
7 in., light cotton with 5 ft. handle, 
$7. 70° per doz.; 7% in., light cotton 
with 5 ft. handle, $8.05 per doz.; 8 in., 
light cotton with 5 ft. handle, $8.40 
per doz. 

6 in., regular cotton hoe with 4% 
ft. handle, $6.85 per doz.; 6% in., 
regular cotton hoe with 4% ft. han- 
dle, $7.25 per doz.; 7 in., regular cot- 
ton hoe with 5 ft. handle, $8.05 per 
doz.; 7% in., regular cotton hoe with 
5 ft. handle, $8.40 per doz.; 8 in., 
regular cotton hoe with 5 ft. “handle, 
$8.75 per doz. 

6% in., straight shank hoe with {4 
ft. handle, $7.20 per doz.; 7 
straight shank hoe with 5 ft. we? 
dle, $8.05 per doz.; 7% in., straight 
shank hoe with 5 ft. handle, $8.40 
per doz.; 8 in., straight shank hoe 
with 5 ft. handle, $8.75 per doz.; 
7 in., black land cotton hoe with 
5 ft. handle, $7.25 per doz.; 7% in., 
black lard cotton hoe with 5 ft. han- 
dle, $7.50 per doz.: 8 in., black land 
cotton hoe with 5 ft. handle, $7.95 
per doz.; 9 in., black land cotton hoe 
with 5 ft. hadle, $8.65 per doz.; 10 in., 
black land cotton hoe with 5 ft. han- 
dle, $9.35 per doz. 


HARNESS GOODS. 


Per Doz. 


1 in. bridles with cupped blinds $12.50 
14% in. bridles with cupped 





WORE Gao ps sussa kaa deumeseuns 14.50 
144 in. bridles with pigeon wing 
WI aide cuca po ckeeaeenesaaes 20.00 
14% in. bridles with square 
DiMGS 1688 TOMB occ vecccs ces 10.00 
Leather Lines 

Per Doz 
22, U8 CE TE bisection $36.00 
1 in x 16 check lines .......... 39.00 
1% in. x 16 check lines ........ 45.00 
1% in. x 18 check lines ........ 51.00 
14% in. x 16 check lines 48.00 
1% in. x 18 check lines .. 54.00 
1 in. single wagon lines 24.00 

LANTERNS. 

Per Doz 
pe) a a eae pete a erate $22.25 
IPR ee er ere 8.25 
IOs viv aie occ seve de pee as 8.25 
Blizzard regular fount .......... 13.50 
Oe SOUR 6 in a's. 0 S.6:6 00-6 85 wieee 8.50 

LOGGING TOOLS. 
Each 
% in. etidGing tongs. ..... 06.6. $4.00 
i in; skidine tongs:........-... 4.50 
i ae ao ea rar er 3.35 





Per Doz. 
No. 1 logging dogs on grab 
NNN ia enc d ord ens, oad w ai ciccacca $4.50 
No. 2 logging dogs on grab 
QMO 6d x eicracaisieid' ew hoses kes 6.00 
No. 3 logging dogs on grab 
BOG 6 Fas cesins wOnndie deed’ 7.00 
Peavies with 244 x 4% hickory 
PEGs teak tnuascusasicusnaes 30.00 
Cant hooks, 2% x 4% hickory 
MIG foo ois.< case clasae' vies Perrer 24.00 
Cant hooks handles, 2% x 4% 
hickory handle ......0scecce 7.50 
MATTOCKS. 
Per Doz. 


5 Ib. short cutter mattocks 4 in. $8.50 
6 Ib long cutter mattocks 4% 4 in. 9.00 


PICKS, (RAILROAD). 


Giiiecns Per Doz. 
5 to PP mais hacareai sae sees wae 7.50 
eC Ge | SaR ene aaa See ee le ee is 
SENN Sc ciireaivis- Sievers « talounes eee a 9.00 
POON acl gies a goes chs 10.00 
PE bewdbaxer x: A ene een 12.50 

PLOW HANDLES. 

Per Doz 
* ; Pairs 
No. WO ao 6io obo. coh bite bah we 6.00 
INO. 1 G€tOSIONE 52.55.56. 2 occ. we 
No. 1 4% ft. straight. ....5..50¢ 3.00 
ING. 2 GO Te etraiont ..........cs.., 3.25 

POST HOLE DIGGERS 
$14.00 and up. 
RAKES. 
ic Per Doz. 
2 Tine bow rakes............ 8.60 
12 Tine bow rakes............ ve 
16 Tine bow rakes............ 9.50 
10 Tine malleable rakes....... 5.00 
12 Tine malleable rakes....... 5.40 
14 Tine malleable rakes....... 7.00 
16 Tine malleable rakes....... 7.50 
16 Tine road rakes............ 13.50 
Steel flexible brume rakes...... 7.65 


SAWS, (CROSS CUT). 


P =— cross cut saws, Nos. 4, 5, 


meet ein saa Se Malan eS ariacians 5.40 
DRE Seals od caewndec eve sewans * 00 
Waa a aidinst ice dina outs eee eas 7.00 


Simonds Crescent ground cross cut 
saws. Nos. 13, 22, 113, 133, 324, 325: 


RE ty calc anit cutandicc cic ote $5.40 
le fe ae nk Some 6.00 
aes see ss cath wh wd oc enka i 7.00 
, Cross cut saw handles Per pr. 
1S BER yar mere ae Ra are eg 30c. 
PWR NO a oa SG c.tha othe zai oe rece ia 45¢ 
WR Mee AG a SS. 24s oleh arar's das ian 32¢ 
SINGLETREES. 
. Per Doz. 
24 in., steel solid or swivel 
MY weds ceesstaceocereas ads $5.00 
26 in., steel solid or swivel 
COMER A wwacnaawusccne cauacaees 5.06 
36 in., steel doubletrees solid or 
BWEVGl COMEGE? 6. i. ciiiciiiisscadees 8.75 
32 in., steel doubletrees solid or 
BWIVG] CONOR. nhc ccccekcaves 8.50 
24 in. or 26 in., hickory single- 
trees with end loop hooks..... 4.00 
26 in., hickory singletrees with 
long back straps with end loop 
DE a titiaksnwen cee an snake dwn 4.50 
26 in., hickory singletrees with 
PTE DRO OGG i i cieilies sees 6.00 
SKATES. 


Chicago roller skate line, No. 181, 
$2.65; No. 183, $2.75; No. 185, $2.75; 
No. 101, $1.25: No. 103 and 105, $1.40. 

No. 5 Union roller skates, $1.75; 
No. 6, $1.75; No. 4, $1.65; No. 130, 
$2.00; No. 130L, $2.15. 

Skate keys, 30c. per doz.; extra 
wheels, 10c. extra. 

Boys’, No. W1B, $1.15; Girls’, No. 
W1G, $1.20. 














STOVE BOARDS. STOVE PIPE DAMPERS. 
, 9 
No. 3 crystallized wood lined, 24 x Per Doz. 
24, $12.25 per doz.; 26 x 26, $14.60 per S. 1G GOMBOES cc sccscczcecvce $1.25 
doz.; 28 x 28, $16.00 per doz.; 30 x 5% inch dampers .........0.:. 1.30 
30, $27.70 per doz.; 33 x 33, $23.25 per a ers 1.40 
doz.; 36 x 36, $27.50 per doz. T SID enw cb vale sown c'es 2.00 


Crystallized paper line, 24 x_ 24, 


$7.40 per doz.; 20 x 26, $8.10 per doz. ; STOVE PIPE ELBOWS. 





28 x 28, $9.10 per doz.; 30 x 30, $10.70 
per doz.; 32 x 32, $12.60 per doz.; 35 Per 100 Jts. 
x 35, $15.70 per doz. 29 gage 5 inch pipe ............ $12.00 
Mahogany or walnut wood lined, 28 29 gage 6 inch pipe ............ 12.75 
x 28, $16.96 per doz.; 30 x 30, $19.65 29 gage 7 INCH PIPE .0.0.<0scs000% 15.00 
per ‘doz.; 33 x 33, $23.25 per doz.; 29 gage 7 x 6 inch pipe........ 16.00 
36 x 36, $27. 40 per doz. 1 piece corrugated elbows, 30 > 
7 * ee ee error ee 1.25 
STOVE LID LIFTERS. 1 piece corrugated elbows, 30 
No. 0S, $75c. per doz. ie BSE - seeeeneseveséeses 1.35 
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1 piece corrugated elbows, 30 


Se ee ee 1.95 


STRAP HINGES. 
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5 O STO Weather Somewhat Retards Retail. Activity 
N 4 Wholesale Volume Is About Normal for Season 


(Boston office of HARDWARE AGE) 

BOSTON, Jan. 28.—Retail business is somewhat retarded. Weather 
conditions are largely accountable for the indifferent showing made 
by a majority of dealers. It is also stated that the public is aware 
of the fact that a large number of raw materials are declining in 
value and naturally anticipates lower retail prices. The ‘average 
cost of foods, in New England at least, is advancing and that fact 
unquestionably has a bearing on the hardware buying attitude of the 
public. Rents and taxes are other like factors taken into con- 
sideration in the endeavor to analyze the condition of business to- 
day, say leading retail hardware dealers, and insurance rates appear 
excessively high at times. 


With retail hradware business lagging, orders placed with jobbers | 
are largely confined to actual requirements. Jobbers’ salesmen are | 
endeavoring to interest retailers in odd lots of merchandise as well | 


as in futures. The latter a:e more or less neglected and compara- 
tively few retailers are indulging in job lots until the future is a 
little more clearly defined. And yet jobbers’ sales, so far as those 
located in Boston are concerned, are running on a par with those of 
a year ago, and in some instances a little better. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


AUTOMOBILE ACCESSORIES. 
Tires.—Competitive, clincher, extra 
heavy, straight side, 30 x 3%, $5.60 
each, list; 31 x 4, $9.40; 32 x 4, $10.10. 
Discount 12% and 10 per cent. 
Tires.—Mansfield line heavy duty 


cord, clincher, 30 x 3%, $7.25 each, | BARBED WIRE. 
$Y 


| $6.75; 31 x 5.25, $7. One to nine pair: 
discount 30 per cent; 10 to 49 pair in 
one shipment, 35 per cent discount; 
| 50 pair in one shipment, 40 per cent 
| discount. 
| 









list; a re: 30 x . S0.ae: 3h | a. en =e 
ei fide ed sigse: ax Osi, | gaarbed Wire Mill ahloment, epyen 
x $17.3 ; 33 x 41% $18; 34 x oe? per 100 Ib.; less than car lots, $3.30; 
$18.60; 33 x’ 5,’ $28.50. Discount 12% two-ply twisted, car lots, $3.05; less 
and 10 per cent. than ear lots, $3.30. Eighty rod reels, 
ee Bae crag line, truck, 8-ply four-point galvanized, $2.68 to $2.70 a 
cord, 32 x $23.70 each, list; 33 x reel; less than car lots, $2.89 to $2.90; 
414, $24.55 30 x 5, $28.40; 34 x 5, two-ply twisted, car lots, $2.23, less 
$33.70: 35 x 5, $34.50; 10-ply, 32 x 6, than car lots, $2.50. Prices f.o.b. 
$47.15; 36 x 6, $51.80; 38 x 7, $72.60; Pittsburgh. 
12-ply, 36 x 8, $94.85; 40 x 8, $101.80. 
Discount 30 per cent. DISPLAY TABLES 
Tires.—Mansfield line, balloon, 4.40- a spaeee 
19, $7.80 each, list; 4.50-20, $8.85; Screw cabinet, $5 each net; bolt 
5.00-19, $11; 5.25-18, $12.35; 5.25-20, and nut unit, $43; counter merchan- 
$13.25; 5.50-19, $14.10; heavy duty, diser, $12.50; golf stick and gun rack, 
6-ply, 4.40-21, $11. 50: 5. 21, $16.35: | $1.90; wall brackets, 52%4¢.; counter 
5.50-20, $17.85: 6.50-19, $22.30: 780-20, nail bin, 9 ft., $1.24, 6 ft., 86c.; nail 
$34.50. Discount 124% and 10 per cent. von mg apt: = for cutlery 
Tires. — Mansfield line, balloon, eee ese eee eee 
double service, 4.50-21, $17.45 each, ‘ c 
list, $5.25-21, $25.45; 6.50-18, $33.75; FENCING. 
6.50-20, $34.50; 6.50-21, $36.15. Dis- Fencing. — Lawn, style F, 36 in., 
count 30 and 10 per cent. $3.63 a rod, list, 42 in., $3.96, 48 in., 
Tire Chains.—30 x 314, $4.50 a pair, $4.62. Style L, extra, 36 in., $2.64, 
list; 31 x 4, $5.50; har x 4, $5.50; 33 x 42 in., $2.97, 48 in., $3.38. Discount 







6.25; 33 x 4%, 50 per cent. 
; 33 x 5, $7.60; 
5 3 , 
$55, » | FLOWER BED GUARD. 
: Flower Bed Guard.—Perfection, 16 
in., $1.8114 a rod, list; 22 in., $2.14% 
Trellis.—Style L, extra, 18 in., $2. 31 
a rod, list. 
Discount, 50 per cent. 


4, $5.75; 32 x 4% 














| 
| 


| 
| 
| 
| 
| 


FLOWER BOXES. 


Flower Boxes.—Painted green, 24 
in., $10.60 a doz. net; 30 in., $13.90; 
36 in., $20.90. No. 295S, open corners, 
30 in., $9 a doz. net. 


GRAFTING WAX. 


Grafting Wax.—lIn 1 Ib. sticks, 38c. 
a lb. net; in % Ib. sticks, 40c.; in 4 
lb. sticks, 48c. 


INSECTICIDES. 


Bug Death.—In 1 lb. containers, 
$1.64 a doz. net; in 5 lb. containers, 
$6.63; in 12% lb. containers, $15.75; 
in 100 lb. containers, $8.88 each. 

Pyrox.—One lb. jars, in 100 lb. lots 
$7.80 per 100 lb., in lots of less than 
100 lb., $8.04; in 5 lb. drums, large 
lots, $15, small lots, $15.60; in 10 Ib. 
drums, large lots, $13.50; small lots, 
$14.50; in 25 lb. drums, large lots, 
$20.50, small lots, $21.20; in 50 Ib. 
drums, large lots, $8.75 a keg, small 
lots, $9.25; in 100 lb. drums, $12.50. 
Foregoing prices are for not less than 
crate lots. Less than crate lots: 1 Ib. 
jars, 33144c. each; 5 lb. drums, $1.30; 
10 lb. drums, $2.35; 25 lb. drums, $5.30. 

Insecticides.—Powdered white hel- 
lebore, in % lb. containers, 48c. per 
lb. net; % lb. containers, 35c. per Ib.; 
1 lb. containers, 27c. Bug death, in 
1 lb. containers, $1.44 per doz. net; 
in 3 lb. containers, $3.75; in 5 lb. con- 
tainers, $5.62; in 12% lb. containers, 
$13.50; in 100 lb. containers, $7.50 
each. Black Flag, liquid, half pints, 
35c. each; pints, 60c.; in powdered 
form, gun, 10c., small, 15c., medium, 
40c. In-A-Minute, small, $3 per doz. 
net. 


MATS. 

Cocoa.— Country brush, A_ grade, 
No. 1, 60c. each net; No. 2, 75c.; 
No. 3, 95c. 

Steel Wire.—Keystone, No. 2, $1.35 
each net. 

Rubber.—Black, 18 x 30 in., $8 a 
doz. net. 

Scrapers.—Rubber, black, 15 x 23 
n., $9 a doz, net; 18 x 36 in., $18. 


PLANT STAKES. 

Stakes.—Bamboo, green, 3 ft., 65c. 
per 100 pieces net; 4 ft., 75c. Natural 
color, 4 ft., $4.50; 5 ft., $5.50; 6 ft., 
$6; 8 ft., $7. 


PORCH GATES. 
Porch Gates.— Wooden, painted, 36 x 
8, $5 each list; 42 x 3, $5.20; 48 x 3, 
$5.40; 36 x 31%, $5.20; 42 x 314, $5.40; 
48 x 314, $5.60; 42 x 10, $14.20. Dis- 
count 40 per cent. 


POULTRY SUPPLIES. 


Incubators.—No. 40, $1.75 each net; 
style E, No. 14, $11.50; No. 16, $19.25; 


No. 17, $25.73; No. 1, $16.25; No. 2, _ 


$31. 15; No. 3, $40.43; No. 4, $47; No. 
5, $74.90. 
Brooders.—Oil burners, No. 27A, 
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200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14; 
No. 80, 350 chicken capacity, $13.20; 
No. 81, 500 chicken capacity, $15.05; 
No. 101, 500 chicken capacity, $18.50; 
No. 102, 1000 chicken capacity, $22.05. 
Coal burners, No. 117, 350 chicken 
capacity, $11.55; No. 118, 500 chicken 
capacity, $15.05; No. 119, 1000 chicken 
capacity, $18.55. Electric burners, No. 
90, 50 chicken capacity, $10.15; No. 
91, 100 chicken capacity, $13.83; No. 
92, 200 chicken capacity, $17.33; No. 
93, 300 chicken capacity, $20.65. 
Poultry Netting.—From stock, hex- 
agon, galvanized after weaving, 50 
and 10 per cent discount. Direct mill 
shipments, galvanized after weaving, 
50 and 60 per cent discount. 
Staples. — Galvanized, in 100 Ib. 
kegs, $6 per cwt.; in 10 lb. cartons, 
$7.25; in 1 lb. papers, $8.25; in % Ib. 
papers, $9; in 4% lb. papers, $10.75. 


PRUNING SAWS. 


Pruning Saws.—Disston, No. 40, 
16 in., $9.70 per doz. net, 18 in., $10.35, 
20 in., $11. No. 7, 16 in., $14.25, 18 
in., $15.20, 20 in., $16.50. No. 3, 16 
in., $11.90, 18 in., $12.30, 20 in., $13.05. 
No. 16, 14 in., $18.35. No. 25, 14 in., 
$18.35. No. 11, 18 in., $14.30. No. 111, 
$17.75. 


Zenith “60 Line” Radio 


Zenith Radio Corp., Chicago, IIl., has 
announced six new console models known 
as the “60 Line.” Included in the new 
line are models 60, 61, 62, 64, 67 and 563. 
The new Zenith nine-tube screen grid chas- 
sis featuring double push-pull amplification 
is employed in the above-mentioned models, 
with the exception of model 563. The 
super-sized Syntonic-dynamic type speaker 
is used. 





Zenith Model 61 


Encased in a walnut lowboy console of 
eighteenth century design is model 61, 
which is designed to retail at a popular 
price. Automatic tuning is one of the 
principle features of model 62. This set 
is tuned by pressing buttons to which sta- 
tions are first tuned. 

A loop antenna is built in and entirely 
concealed in model 64. This model is in 
a semi highboy cabinet of walnut and is 
designed especially for use in apartments 
in congested areas requiring the use of a 
sensitive receiving apparatus. In addi- 














RADIATOR SHIELDS. 


Radiator Shields.—Gem adjustable 
No. 1, $4; No. l-a, $4.50; No. 2, $4.50; 
No. 3, $5; No. 4, $5; No. 5, $5.50; No. 
6, $6; No. 6-b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 
30 per cent. These models with 
water humidifiers are $1 extra each, 
list. 

Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. Prices are net to dealers per 
dozen. No. 1 and No. 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 


SHEARS. 


Grass.—Standard makes, No. 150, 
$2 a doz. net; No. 1360, $4; No. 9R, 
$5.50; No. 0267E, $6.50; No. 106, $10; 
No. 1105, $11.75; No. 400, $12. Good- 
win, No. 10, $13.65. Doo-Klip, short 
_— $10.80, long handle, $18. Hylo, 


Sheep.—Standard makes, No. 057E, 
5% in., $8.25 a doz. net; No. 055K, 
5% in., $7.75. 

Pruning.—Standard makes, No. 06, 
$4 a doz. net; No. 10, $5; No. 23, $6; 
No. 30, $7.50; No. 65, $7.50; No. 25, 





tion to the automatic tuning feature, this 
set has an automatic station indicator, 
which indicates the station being tuned in. 

In a cabinet of Italian Renaissance de- 
sign of walnut and walnut veneer, model 67 
appeals to lovers of fine furniture. This 
is also equipped with concealed loop an- 
tenna, automatic tuning device and station 
indicator. A highboy cabinet of walnut 
incloses model 563. This model has all 
the features found in the other sets of this 
line. It is designed for use on direct cur- 
rent lines only and employs eleven tubes. 
An additional feature is a connection fo: 
phonograph pick-up. 





Lt 
Zenith Super-Midget Model 60 


The Super Midget model 60 is equipped 
with nine tube screen grid chassis, push- 
pull audio amplification, and the Syntonic- 
dynamic type speaker which is found in 
the larger Zenith models. It requires only 
a short length of wire for antenna and 
ground. 

Walnut cabinet work of early American 
design incloses this set. This model meas- 

















8 in., $8; No. 102, $8; No. 40, $15; 
No. 240, $18; No. 290, $22. Doo- 
Klip, $10.80. French wheel, 8 in., 
$20; 9 in., $23. 

Pruning.—Long handled, No. 5404, 
9 in., $10.80 a doz. net; No. 2506, 20 
in., $14; No. 5403, 22 in., $24; No. 
5402, 24 in., $27. Standard tree, No. 
12, $19.50 a doz. net; No. 14, $21.50. 
Telephone, No. 1, $13. 

Hedge.—No. 60, 6 in., 68c. a pair 
net; No. 80, 8 in., $1.10; No. 300, 6 
in., 75c.; No. 301, 9 in., $1.25; No. 
100, 6 in: $1.20; No. 100 7 in., 
$1.35; No. 100, 9 in., $1.60; No. 101, 
9 in., $1.75; No. 46, 6 in., $6 a pair. 


SPRAYERS. 

Sprayers. — Midget, N. 335B, $2 
per doz. net; Cyclone, No. 333, $3.40; 
galvanized, No. 326G, $3.75; galvan- 
ized, No. 347, $3.40; continuous, No. 
332T, $5.75; Acme, $4.50. Compressed 
air, galvanized, No. 400, $3.40 each 
net, brass $6.25. Brass spray pump, 
$3.50; bucket spray pump, _ $3.05; 
Acme powder gun, $13.50 per doz. 


TATERGLASS. 
Waterglass.—In pint containers, 


$1.25 a doz. net; in quart containers, 
$1.85; in gallon containers, $6.50. 


\ 


I 


ures 28% in. in height, 19% in. in width 
and is 15% in. deep. The panel is of 
striped walnut. This model can be used as 
an end table next to an easy chair or as 
a night stand table, between twin beds, as 
shown in the illustration. 


A Survey of the Farm Paint 
Market Will Amaze the 
Average Merchant 


Dull winter days, when trade is light, 
can be profitably used by many hardware 
merchants to plan for the spring painting 
season. Dealers in agricultural sections 
will find that a survey of the possible farm 
paint business in the community will re- 
veal much helpful information. Compiling 
a list of the most prosperous farmers in 
the section will prove valuable in promot- 
fng the sale of paint. Prosperous farmers 
are naturally interested in keeping up their 
property. Start early, and use direct mail 
circularizing on R. F. D. routes. Talk 
spring painting to farmers when they visit 
your store. 

Point out the protection paint offers 
from the weather. Stress how painting 
prevents expensive depreciation of his 
property, at a relatively small cost. In 
farm equipment alone, depreciation runs 
into millions each year. For this reason 
exploit paint for implements, motor cars 
and farm machinery, as well as paint for 
houses and barns. 

It has been estimated that if all farm 
buildings were painted as frequently as 
the best-kept farms, over one hundred mil- 
lion gallons would be required annually 
for the purpose. At the present time, 
farmers in the United States buy twenty- 
two million gallons of outside paints, six 
million gallons of interior paints and var- 
nishes and two million gallons for auto- 
mobiles, wagons and implements, or a 
grand total of thirty million gallons each 
year. 
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C| N C| N N ATI: Sales Volume Is About Normal —Few 
* Price Revisions Were Made Recently 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, Jan. 28.—With district buyers of hardware exer- 
cising caution in their purchases, the sales volume of local jobbers 
during the last two weeks has not been up to the level of December. 
This present slackening of demand, however, is not worrying the 
trade, since a natural easing of buyers’ interest is always manifest 
during the first month of the year. In fact, while reporting less 
business as compared with December, district jobbers indicate that 
sales volume is equal to January, 1929, and they anticipate that the 
month’s total will exceed the business of a year ago. 

Announcement by the Starrett Building Co. last week that begin- 
ning Feb. 1 operations on their new 40-story building will be started 
in earnest brought an increase of interest in builders’ hardware. 

Careful watching of old accounts and a conservative policy with 
reference to new accounts are keeping the credit situation in fairly 
satisfactory condition. 

Except for small fluctuation in the prices on paint supplies, there 
have been no changes in price schedules for some time. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. CINCINNATI. 





AUTOMOBILE ACCESSORIES. “ ate eee is a charge of $6 a 
ss rum, but this amount is refunded 
Balloon Cord Casings when the drum is returned. 
High Medium Low Php gay | Prestone.—1% gal. cans, 
‘ Grade Grade Grade to case, broken cases, $3.80 a gal.; 
20K4.40 2.0000 $9.42 $6.15 $4.94 full cases, $3.60 a gal.; 1 gal. cans, 
SOREGO 2.20. 10.06 6.88 5.50 6 to a case, broken cases, $3.80 a gal.: 
; 6.96 full cases, $3.60 a gal.; % gal. cans, 
7.18 12 to case, broken cases, $4.00 a gal.; 
8.60 full cases, $3.80 a gal. 
10.36 Ivo.—In one gal. ‘cane, $1.85 a gal.; 
10.70 in 2 gal. cans, 3% gal. cans, 30 gal. 
and 50 gal. drums, $1.80 a gal. 
$3.89 FIRE SHOVELS. 
id 
1.37 No. 80, 50c.; No. 54, 70c.; No. 56, 
7.93 80c.; No. 56 galvanized, 85c.; Never- 
11.22 break, 16 in., $4.55. 
biel GRASS SHEARS AND PRUNERS. 
1.19 Doo Klip shears, $10.80 per dozen; 
1:30 Doo Klip long handled shears, $18.00 
1.34 per dozen; Doo Klip pruners, $10.80 
1.56 per dozen. 
1.82 
1.93 ICE SKATES. 
Common, 86c. a pair; Nickel Plated, 
: ae ety $1. ale oe me ——. $2.20 
30x31%4 R Te hdae Oe ale : ! a pair; Ladies’, : a pair; ockey, 
~ " Oversize |... > eres $1.15 a pair. 
iS eee arr 1.38 1.19 
SORE ns Cone cons cep ee idee 1.41 1.26 MOPS. 
SE Scdevdseasawssse0s 1,52 1.30 


ee” Bright ening ne. No. 
3 per doz.; etty r t self- 
BOLTS AND NUTS. wringing mop head No. 20, $4 per 


Cut thread carriage and machine 02. 
bolts, 60 per cent off list; rolled 





thread carriage and machine bolts, NAILS. 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, Common wire nails, $2.85 per keg. 
hexagon and tap nuts, 60 per cent off . 
list. OVEN WARE. 
Round Casseroles. — No. 
BUILDERS’ HARDWARE. enh; No. an ay each; N No. eas, ‘$i oi 
Sash Weights.—S i . yrs 1 each 
per 100. — ash weights, $2.00 ied Casseroles. ih. 653, $1.17 
Inside Sets. — Square bevel inside each 
sets in case lots, $4.50 per doz. re) val Casseroles.—No. 632, $1 each; 
Butts.—3% in. old copper and dull No. 633, $1.17 each; No. 634, $1.32 
brass butts, 15c. per pair in case each. 
lots; sand blast, brass finished butts, Round Pie Plates. — No. 206, 17c. 
18c. per pair in case lots. each; No. 208, 50c. each; No. 209, 
60c. each; No. 210, 67c. each; No. 211, 
DENATURED ALCOHOL AND ANTI-| 7c, each. 
XTURES Round Pudding Dishes. — No. 021, 
FREEZE MI . 40c. each; No. 022, 57¢. each: No. 023, 
Denatured alcohol in from 1 to 4 c. each; No. Uc4, slc. each. 
drum lots, 61c. a gallon; in from 5 to Square Pudding Dishes. — No. 053, 
9 drum lots, 60c. a gallon; in 10 drum 67c. each. 
lots or over, 57c. a gallon; in gallon Oblong Bread or Loaf Pans.—No. 
lots, 72c. a gallon; in cases of 10 gal- 213, 17c. each; No. 212, 60c. each; No. 


lon lots, Tic. a gallon. 14, $1 each, 











PAINT SUPPLIES. 


Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.08 per gal.; turpentine, in 2 bar- 
rel lots, 63c. per gal.; white and red 
lead in 500 lb. kegs, 14%4c. per Ib., 
less 10 per cent. 


RADIO BATTERIES. 
a Net = 
Less Unit In ‘Unit 


Stock No. Pkg. Pkg. 
Super B bat.,, No. 2138. oy oH $2.97 
Super B bat., “No. 22308. 2.06 
B batteries, No. 10308... 5 3 2.63 
B batteries, No. ; 2308... 1.88 1.75 
B batteries, No. 5308... 1.88 1.75 
B batteries, No. 2158... 1.31 1.22 
B batteries, No, 2156... 1.31 1.22 
C batteries, No. 2370... .38 .35 
A batteries, No. 6..... 740 354 


Note. — Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 23870 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES. 


MX199 general purpose tubes, $2 
each; MV199 several purpose tubes, 
$2 each; MX201A general purpose 
tubes, $1. 25 each; MX201B general 
purpose tubes, $2. 50 each; MX200A 
detector tubes, $3.50 each; MX240 
high Mu tubes, $2 each; MxX112A 
power amplifiers, $2.25 each: MX171A 
power amplifiers, $2.25 each; MX280. 
full wave rectifiers, $3 each; MX281 
half wave rectifiers, $7. 25 each; 
MX226 amplifiers, $1.75 each; MY227, 
detectors, $2.50 each. 

These prices are subject to 50 per 
cent discount on Marathon tubes and 
40 per cent discount on Arcturus and 
Eveready Raythcon tubes. 


SCREWS. 


Flat head bright screws, 50, 10 and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list; 
— wire goods, 85, 20 and 5 off 
ist 


SLEDS. 


Fleetwing.—32 in., $11.20 a doz.; ry 36 
in., $14.00 a doz.; 40 in. ., $19.50 a doz.; 
45 ’in., $21.20 a doz.; 51 in., $25.20 a 
doz.; all prices quoted are net. 

- Flexible Flyers.—33%4 per cent off 
st. 


STOVE PIPE. 


Security Pipe.—28 gage blue, 6 
in., $14.20 per 100 joints; 28 gage 
polished, 6 in., $20.00 for 100 joints. 

Resi Elbows. —28 gage blue, 6 

+» $1.50 a yoy 28 gage polished, 
6 in., $2.30 a doz. 


VENTILATORS. 


Continental, Defiektair, metal cen- 
ter, No. 87, 8 x 37, $2.98 a doz.; No. 
117, 11 x 37, $4.25 a doz. 

Diamond E, No. 0, $4.80 a doz.; No. 
2, $5.60 a doz.; No. 3, $6.40 a doz.; 
No. 4, $7.60 a doz. 


WEATHERSTRIP. 


Wood and seg? — No. 0, $16.40 
for 1000 ft.; No. $16.40 for 1000 ft.; 
No. 1%, $18.30 se 1000 ft.; No. 2, 
$21.00 .00 for 1000 ft.; No. 7, $38.75 for 

Wood and Felt.—No. 71, $17.25 for 
1000 ft.; No. %, $24.25 for 1000 ft.; 
No. 75, $39.50 for 1000 ft. 

Nu yw —In 500 ft. reels, $15.75 
for 1000 f 

Dust Seal—in 500 ft. reels, $26.75 
for 1000 f 

Heat Seal.—In 500 ft. reels, $31.00 
for 1000 ft. 
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SAY , MR. JENKS- CAN ITS THE SHor, IF YOU HAVE HERE — TRY THIS TUBE 
YOU FIX MY AIR RIFLE /sHoT IRREGULAR IN SIZE SOME] oF Remingtea SHOT. You'LL 
SOME OF THE SHOT OF THEM WILL BE SO SMALL | FIND EVERY SHOT PER- 
DON'T TRAVEL BUT THEY WILL FALL OUT OF |recTLY ROUND AND 

A FEW FEET THE BARREL AND SOME.| oF UNIFORM SIZE 
AND SOME SO LARGE THEY WILL 
STick IN 
THE BARREL‘ 
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THERE'S THE BEST I 
IN TOWN. MR. JENKS SURE 


KNows His STLIEF. 
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The master mechanic is not 
necessarily your only tool- 
buyer. But the opinion of 
the master mechanic, based 
upon first hand experience, 
is a powerful force in dictat- 
ing, the brand of tool which 
your customers demand. 


Master mechanics, for many 
years, have thought well of 
Morse Drills, Reamers, Taps 
and Dies, and Cutters. Their 
knowledge of tools has made 
them recognize how faith- 
fully Morse Tools live up 
to the quality tradition of 
a sixty-five year old name. 





The Morse Line 
includes: 


DRILLS 
REAMERS 
CUTTERS 

TAPS AND DIES 
SCREW PLATES 
ARBORS 
CHUCKS 
COUNTERBORES 
MANDRELS 
TAPER PINS 
SOCKETS 
SLEEVES 

















MORSE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 











Master Mechanic 








Hot of the Nail Kes 


Little yarns that others have laughed over 
culled from various sources. As a contem- 
porary puts it: “Some of them have been \® 

copied, the rest will be.” s 





LEAGUE OF NATIONS 


Waitress: “Hawaii, gentlemen. Youse must be Hungary 
to eat in a dump like this.” 

First Man: “Yes, Siam. And we can’t Rumania long, 
either. Venice lunch ready?” . 

Waitress: “I'll Russia to a table. Will you Havana?” 

F, M.: “Nome. You can wait on us.” 

Waitress: “Good. Japan the menu yet? 
Nice.” 

F. M.: “Anything at all. But can’t Jamaica little speed?” 

Waitress: “I don’t think we can Fiji that fast, but 
Alaska.” 

F. M.: “Never mind asking anyone. 
sugar in our Java.” 

Waitress : “Sweden it yourself. I’m only here to Servia.” 

F, M.: “Denmark our bill and call the Bosphorus. He’ll 
probably Kenya. I don’t Bolivia know who I am.” 

Waitress: “No, and I don’t Caribbean. Youse guys sure 
Armenia.” 

Boss: “Samoa your wisecracks, is it? Don’t Genoa cus- 
tomer is always right? What’s got India? You think 
maybe this arguing Alps business?” 

Customer: “Canada racket! ’Spain in the neck.” 

—Pike Phertilizer. 


The Turkey is 


Just put a Cuba 


A young lawyer had been retained by a farmer to prose- 
cute a railroad for the loss of twenty-four hogs. He 
wanted to impress the jury with the magnitude of the case. 

“Twenty-four hogs, gentlemen,” he said, “just think! 
Twenty-four—twice the number there are in the jury box.” 


SUPER-SALESMANSHIP 


Sergeant O’Neill came upon downhearted Smith contem- 
plating suicide from the Brooklyn Bridge. 

“Before you commit this act,” said the sergeant, “talk 
it over for fifteen minutes with me.” 

Whereupon the two strolled over to a bench and con- 
versed for fifteen minutes. Presently they both walked 
back to the bridge and jumped over together. 


Customer: “Are those eggs strictly fresh?” 
Grocer: “George, just feel if those eggs are cool enough 
to sell yet.” 


A girl met an old flame, and decided to high hat him. 
“Sorry,” she murmured, when the hostess introduced him 
to her, “I did not get your name.” “I know you didn’t,” 
replied the old flame, “but that is not your fault. You 
tried hard enough.” 


Wellessley—“Doctor, why does a small cavity feel so 


large to the tongue?” 
Dentist—“Just the natural tendency of your tongue to 


exaggerate, I suppose.” 
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Lighting Fixture Convention Will be 
Held in Washington 


Market of the 
the national 


The 1930 Convention and Fixture 
Artistic Lighting Equipment Association, 
association of lighting fixture manufacturers and deal- 
ers will be held in Washington, D. C., Feb. 9 to 15, 1930. 
the selection of Washington as the 
Benjamin, Managing Direc- 
“For several months we 
of various cities 


In announcing 
convention city, Charles L. 
tor of the A. L. E. A. says: 
have been comparing the advantages 
for convention purposes. All of our previous conven- 
tions and fixture markets have been held in cities located 


on the Great Lakes—Detroit, Milwaukee, Chicago, 
Cleveland and Buffalo. The conviction has been grow- 


ing that in the past we have not been entirely fair to 


the considerable number of progressive dealers who are 
located in the Southern States. We have asked them to 
go more than halfway to meet with their Northern and 
Western brethren, and while there has been no com- 
plaint from the South, we believe that Southern dealers 
will attend the convention and fixture market in greater 
numbers if a city is chosen for our meeting which is 
midway between the North and South. Washington is 
such a city. Moreover, as the capital of our nation, it 
is a city that everyone who has not visited it will be 
glad to see and that those who have been there before 
will be glad to revisit. 

“The fixture market and the general sessions of the 
convention will be open to all lighting fixture manu fac- 
turers and dealers whether members of the Artistic 
Lighting Equipment Association or not, as well as to 
illuminating engineers, architects, building contractors, 
and others interested in improving the lighting of homes, 
stores, offices, schools, churches and public buildings. 

“The offices of ‘the Artistic Lighting Equipment Asso- 
ciation are in the Graybar Building New York City, 
where further information regarding the 1930 fixture 
market and convention can be obtained.” 


A Scotch traveling salesman, held up in the Orkney 
Islands by a bad storm, telegraphed to his firm in Aber- 
“Marooned here by storm, wire instructions.” 


“Start 


deen: 


The reply came: summer vacation as from 


vesterday.” 


Jathing Girls: ‘‘Hello there, grandpa. How old are 
» : 


you?” 
dammit.” 


Grandpa: “Eighty, 


The younger generation does not save for a rainy day ; 
no it saves for a wet night, remarks an observant writer 
in the Atlanta Constitution. 


English joke: “I say, Gwennie, what would I have 


to give for just one little kiss?” 


Gwennie: “Chloroform.” 
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List Price $2.25 
Subject to Discount 


MAIL COUPON FOR YOUR DISCOUNTS 


This sprinkler retails for $2.25. It showers a lawn better 
than many sprinklers selling for twice the amount. It will 
shower any merchant with profits that puts in a stock this year. 

The TURNER lawn sprinkler has a 40-foot sprinkling area. 
It has a large red Ducoed sled that slips along on the thinnest of 
lawns without a chance of marring or cutting the lawn. The 
removable tips of this sales marvel serve the dual purpose of 
providing a clean out and varying the spinning velocity when in 
use. Every part of the TU RNER lawn sprinkler that comes in 
contact with water is made of either brass or bronze. 

Large quantity production permits low resale prices and satis- 
factory discounts. Send in the coupon attached for full details. 
Put your store in line for a profit shower when lawn sprinklers 
start to sell this year. 











Sales at a Profit 


Whilg hardware stores are this month choos- 
ing their spring items, here is an item that is 
an all year ’round seller. 

The TURNER No. 30 blotorch is popularly 
priced at $7.95 list. This list price is subject 
to attractive discounts, just like the lawn 
sprinkler described ‘above. It is mechanically 
perfect, being fearlessly guaranteed, “safe as 
a candle.” Needed by every home owner, me- 
chanic or farmer. When you sell a TURNER prod- 
uct, you make a profit. Mail in the attached coupon. 
Your discounts will be sent to you at once. 





No. 30 Turner 
Blotorch 











THE TURNER BRASS WORKS 
Park Ave., Sycamore, Ill. 
(Western Branch—324 No. San Pedro St., 
Los Angeles, Cal.) 


Name 


Address 


My Jobber is.. 
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4 | HE TURNER BRrAssWORK) ? 


Sycamore, Ill. U.S.A. 
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No. 220 


All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
line of GRIFFIN Hinges 
and Butts. 7 7 7 s+ 





CNEEIN 


Manufacturing Co 


ERIE. PENNSYLVANIA 
Pe nary msg 


New hema Warren St. 


‘on, 76 Batterymarch 
San Franeiece, 703 Market St. 















Radio Trade Association Adopts Code 
of Ethics | 


The following Code of Ethics for radio dealers has 
been adopted by the Federated Radio Trade Association. 

Fair profit is the most necessary item in the retail radio 
business; all standard practices are based on that foun- 
dation. After a study of the retailers’ cost and method 
of doing business, the following recommendations are 
made as being fair to the customer and dealer alike and 
in keeping with good practices_in other lines of business. 

1. That, prospective customers shall be allowed a free 
trial or home demonstration for 48 hours. 

That, an adequate interest.charge be made on all 
time payment contracts and that contracts do not extend 
beyond one year. These are standard practices in all 
other forms of time payment selling. 

3. That, when an outside aerial must be put up when 
a set is installed a charge of $7.50 be made to meet the 
cost of labor and materials. 

That, when an inside aerial must be put up when a set 
is installed a charge of $5 be made to meet the cost 
of labor and materials. 

That, when no aerial is necessary but when ground 
connection, lead-ins, etc., must be checked at least $2 be 
charged to meet the cost of labor. 

4, That, no free servicing be given after 60 days or 
after the certain number of calls specified at the time 
of sale. 

5. That, if the free service period has expired a mini- 
mum service charge of $2 be made. If the call is of half 
hour or more duration, that a specified rate per hour 
plus cost of material be charged. 

6. That, truth in advertising must be observed to 
preserve the good reputation of the individual dealer and 
the entire trade and that the Code of Ethics of the Na- 
tional Better Business Bureau on radio advertising be 
followed. 

7. That, the allowance on instruments offered for 
trade-in be based only on their fair cash market value. 

8. That, no sets be guaranteed for longer than 90 
days, unless the manufacturers’ guarantee is for a longer 
time. 

9. That, instruments for trade-in be confined to radio 
equipment and musical instruments. 

10. That, the advertised list price be considered as the 
cash price. 


Could Not Get Along Without 
Hardware Age 


I am enclosing you my check in payment of my sub- 
scription to the HARDWARE AGE for two years. 

The Harpware AcE has surely been of great help to 
me in these many years for which I have been taking 
it and it would be out of the question for me to try to 
get along without it. 

I have always tried to be in the Hardware Conven- 
tions and have listened very attentively to your talks 
there, which have always been of great benefit to me and 
I have greatly enjoyed all of your advice. 

I thank you for the information which I have received. 

(Signed) E. L. Hurcnenson, Dexter City, Ohio. 
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Plans For Sports Broadcasts Will Stimulate Radio Demand 


Sporting events, such as baseball, boxing contests and 
football, will be a major feature of 1930 radio broadcast 
entertainment. Sports broadcasts have proved so popular 
that broadcasting interests, the national chains, and also 
local stations, are making plans for more extensive broad- 
casting programs. 

Radio interests, including broadcasting, manufactur- 
ing and distributing branches of the radio industry, have 
been cooperating and consulting recently in connection 
with the broadcasting of major sports features. Officers 
of the two great national broadcasting chains, the Na- 
tional Broadcasting Company and the Columbia Broad- 
casting System; the National Association of Broadcast- 
ers, the Radio Manufacturers Association, and the na- 
tional federation of radio associations, the latter of 
jobbers and dealers, have been in consultation and 
gathering information regarding the broadcasting of 
major sports. 

Every important national sporting event with a nation- 
wide appeal will be broadcast to the radio public, accord- 
ing to information received by B. G. Erskine of Em- 
porium, Pa., Chairman of the Broadcasting Committee 
of the Radio Manufacturers Association, who partici- 
pated in the industry conferences on broadcasting. 

“Through the arrangements of the great national radio 
chains and also the cooperation of local broadcast sta- 
tions,” said Mr. Erskine, “we are assured that every 
national sporting event will go on the air and be avail- 
able to the radio public. This includes the prospective 


heavy-weight world’s champion boxing contest early 
this winter, probably in Florida. 

“The chain companies, having already concluded a 
great program of sport events from the football grid- 
irons, will go ahead with extensive future programs. 

“Local broadcast stations in many cities are also 
working closely with radio interests to handle sport 
events of limited territorial interest. 

“There is every assurance that the radio public will 
be provided amply with entertainment from the field 
of sports. 

“There is no reason for concern on the part of the 

radio public or in the radio industry that sports 
events will not continue to be a major feature of broad- 
cast entertainment, as arrangements already made by 
broadcasting interests insure for the radio public and 
industry splendid future athletic entertainment pro- 

grams on the air. . 

“Although some sports promoters are disposed to limit 
or prevent broadcasting of sporting events, our studies 
of sports broadcasting indicate that this is a local prob- 
lem and confined to some local sports promoters. Others 
are glad to have sporting features broadcast. So far as 
athletic events of a national character, such as baseball 
World Series, championship boxing contests, and all im- 
portant football and other games, even some of limited 
local or regional interest, are concerned, there will be 
wide and excellent broadcasting. 











Know 


1930 will be a big Schlage year. Schlage Button Locks 
and Trim have gained acceptance with Home Owners, 
Architects, Contractors and Builders everywhere because of 
their unique appeal, greater security, simplicity of installa- 


from the unprofitable, investigate 


i tion. 
{hE SCHLA E LINE As you review your lines, separating the profitable 
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(SAY SLAYG) 


MEESCOLAGE: 


The Modern Locks for Modern Building. 


MBAS burton A complete line including New Locks—new and more modern 
Inside j designs and finishes 
~y = i A more extensive advertising program—national in scope reaching 
= } prospective home builders, Architects, Contractors and a dealer 


| tie-up will make 1930 a profitable year for Schlage dealers. 

| The complete Schlage line will be displayed at many of the 

| Hardware Shows this year. Look for it. Public showing at the 

H National Better Home and Apartment —— in Madison Square 

' Garden, New York City, March 15th—22 

: Take this opportunity to write for ro information about 
the Schlage Line and the Schlage Dealer cooperation plan which 
builds bigger and more profitable builders’ hardware sales. 


SCHLAGE LOCK COMPANY 
Factory and Executive Offices—San Francisco 


Branch Warehouses 


New York City 
71 Murray St. 


Chicago 
549 W. Randolph St. 
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Electrical Merchandise 





sales by hardware 





merchants now exceed - 





$120,000,000 annually 





Rapid expansion in marketing these practical daily accessories de- 


mands complete sane presentation from the “hardware” viewpoint. 


Electrical Goods Section of HARDWARE AGE, published every 
fourth week, meets exclusively this need of hardware merchants and 
offers manufacturers “common ground” for promoting sales to these 
distributors. Arrange now for your advertising messages in these 
Electrical Goods issues for 1930. 


Feb. 27 May 22 Aug. 14 Nov. 6 
Mar. 27 June 19 Sept. Il Dec. 4 
Apr. 24 July 17 Oct. 9 


HARDWARE AGE 
239 W. 39th St., New York City 
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OING a land office business 
in the sale of waffle irons 
during a ten-day demon- 


stration, and selling principally to 
men was a stunt that was as sur- 
prising to us as it was pleasing and 
gratifying, and Mr. Ball, manager 
of the first floor at Bunting’s big 
hardware store in Kansas City, 
smacked his lips as he recalled the 
recent demonstration and the waffles. 

How often has one heard a busy 
housewife say: “No, I never bake 
waffles, they are too much trouble, 
and besides I have no iron.” 

3ut men enjoy the hot, appetiz- 
ing morsels, and where is the house- 
wife who is not overjoyed when her 
faithful spouse, upon returning 
home in the evening, presents her 
with a handsome, guaranteed, elec- 
trical waffle iron, one of those which 
require no greasing, and with which 
it is possible to bake all of the 
waffles needed for a hungry faimily 
without stirring from her place at 
the table. 


Kansas CITY has any num- 
ber of waffle shops that are greatly 
patronized by men, and knowing 
this, we made use of an expert dem- 
onstrator for a period of ten days. 
Those ten days went fast, and so 
did the waffle irons. The demon- 
stration did not take up much room 
and was very easy to prepare for. 

All the demonstrator needed was 
a white kitchen cabinet, a white 
porcelain-topped table and several 
waffle irons. Her spoons, bowls, 
flour and all of her supplies were 
kept out of sight in the cabinet, artd 
a sanitary, white-enameled garbage 
can, whose lid rose at a slight pres- 
sure of the foot, enabled her to dis- 
pose of all scraps and keep her dem- 
onstrations very neat and clean. 

She was dressed in spotless white 
and not only understood the art of 
mixing and baking waffles, but her 
skill in demonstrating and selling 
waffle irons was an inspiration to all 
of us. 


How a 


Mv. 
VWinTER 


DEMONSTRATION 
MOVED 


Bu TRIG 
WAFFLE 
IRONS 


By LUCILLE E. MaaNAUGHTON 


Right at the side of the front 
door was decided upon as the most 
advantageous point for the demon- 
strator to bake her waffles, for no 
one could get in or out of the front 
door without having his steps ar- 
rested by the tempting odor of the 
baking waffles. 

In preparation for the demonstra- 
tion we ordered a big supply of 
electric waffle irons. Even at that 
we did not have enough to supply 
the demand, and had to order more. 

The waffle irons wrapped in tis- 
sue with cord and attachments en- 
closed, together with a recipe book 
and full instructions for use, were 
packed in cartons ready for instant 
delivery. These were stacked under 
the demonstration table and back of 
the counter. 


A numser of unwrapped irons 
were placed about to make as big 
and attractive display as possible. 
Some were placed on the cooking 
table and some on an adjacent glass 
show case and display counters close 
at hand. 

Extra sales people were needed 
during the demonstration, and 


56 


helped the demonstrator explain to 
the customer the fine points of the 
utensils. 

They emphasized the facts that 
the aluminum grids needed no greas- 
ing, and that waffles could be baked 
in the dining room or breakfast 
room without smoke or odor. 

The special expansion hinge was 
also demonstrated, showing how 
ample space was allowed for the 
batter to rise, insuring light, fluffy 
waffles. 

The rapid heating of the iron and 
the quick baking pleased the custom- 
ers. No selling point was over- 
looked, even to the cool, convenient, 
large wooden handle, extending well 
out from the iron. 

The demonstrator kept a quantity 
of typewritten recipes on hand of 
the very special batter she was us- 
ing which she passed out to whom- 
ever cared for one. 


Her waffles were a guarantee of 
the efficiency of the cooking quali- 
ties of the iron and saying that we 
sold a world of waffle irons during 
her ten-day stay is no exaggeration, 
and we sold not only to men, but to 
a great many of our women custom- 
ers. 

While the demonstration was at- 
tracting a great deal of attention 
from the customers passing in and 
out of the store, we were eager for 
still more business, and so we car- 
ried attractively designed tie-up ad- 
vertisements in the local daily news- 
papers. In addition, we made an 
appealing window display. 

On certain days we served a wee 
cup of coffee with a section of 
waffle. Sugar and cream were 
served with the coffee, as well as 
butter and syrup or sugar with the 
waffle. 

If waffles and waffle supper 
parties are as popular in other places 
as they are in and around Kansas 
City, the waffle iron manufacturers 
are putting in overtime turning out 
these handy utensils. For cream 





faa 


























HARDWARE AGE for JANUARY 30, 1930 


on 
NI 





waffles, nut waffles, fruit waffles, 
waffles with creamed chicken and 
waffles with bacon or country saus- 
age are becoming a most popular 
dish and served for breakfast, 
lunch, dinner and for supper 
parties. . 

We carry several most attractive 
designs, one is a dainty pink in solid 
color, but on crimped or fluted 
china. Some have very gay, flam- 
boyant flowers on a rich, cream 
ground. Some are very dainty, but 
the gayer colors seem more popu- 
lar with our customers. 

As the tables for the demonstra- 
tion were placed adjoining our elec- 
trical department we improved the 
opportunity of selling other electri- 
cal merchandise. Serving coffee 
gave us a chance to demonstrate our 
percolators and to show our fine urn 
sets, consisting of percolator, tray, 
creamer and sugar. 

Then there were the electric toast- 
ers, grills, table stoves, baking molds, 
not forgetting electric heating pads, 
irons, curling and marcel irons and 
many other electrical conveniences. 

Every hardware store that car- 
ries electrical equipment has a cer- 
tain amount of business that is log- 
ically theirs. 


But on the other hand there is a 
great deal more business to be had 
if they will but go after it, and no 
merchant can afford to let business 
get away from him. So it is up to 
the salespeople to interest their cus- 
tomers in all the new and seasonable 
merchandise. 


| HE demonstration made a 


bright and savory spot among our 
more prosaic hardware lines and 
drew a surprising number of cus- 
tomers. 

Sales pepped up all over the 
house, and we are always glad to 
introduce a demonstration into our 
store whether it be an expert from 
the factory, or just one of our own 
people whom we have trained to 
emphasize the good points of some 
particular line of merchandise. 

While waffle irons sell better dur- 
ing the cooler wintry days, they 
make most acceptable gifts for boys 
and girls going away to school; for 
business women in their “bachelor’’ 
apartments; for brides just setting 
up housekeeping and for the mother 
of a family who spends enough time 
in a hot kitchen or over a stove and 
appreciates being able to bake her 


waffles right at the table. 

So they are one of the electrical 
items that we have found it very 
profitable for us to stock in the elec- 
trical goods department of our hard- 
ware store. 

Having a demonstration and sup- 
plementing the display of waffle 
irons with waffle china sets, electric 
percolators, and items of kindred 
nature has increased our sales to a 
remarkable extent and shown us 
conclusively the value of demon- 
strations and the profit to be se- 
cured in pushing supplementary 
lines of merchandise. 

Sixty-four electric waffle irons 
were sold during the ten-day demon- 
stration, and of the total, nineteen, 
or a little over 25 per cent, were 
sold to men. Almost all of the waffle 
irons sold were the very best car- 
ried by the store, which proves that 
while price will always have an ap- 
peal to a great many people, quality 
and efficiency have a great influence 
also. Since the demonstration, Bunt- 
ings have sold more than 200 elec- 
tric waffle irons, and they believe 
that the demonstration and the ad- 
vertising which accompanied it con- 
tributed a great deal to the splen- 
did volume of sales. 
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Electrically lighted, open type wall 
fixtures show off the extensive line 


of table appliances of the Carlisle 
Hardware Co., Springfield, Til, 








HARDWARE AGE for JANUARY 30, 1930 





1S)-3@ 


to be another 


Thor year 
—and here’s why 


HE name Thor was written high in the minds 

of appliance dealers in 1929. It is doubtful 
whether any line of electrical appliances of any type 
ever won such an increase in popularity as was won by 
Thor products during the year just closed. And, like- 
wise, it is doubtful whether any group of appliance 
dealers ever participated in such 
a sweeping success as did Thor 
dealers during 1929. 

This success was not accidental. 
Rather, it was the result of the 
three factors on which leadership 
is always founded. First, a better 
product. Second, better values. Third, 
better merchandising. 


1930 is going to be another Thor year! Not because 
1929 was the greatest year in Thor history—for com- 
placency has no place in the Thor platform—but be- 
cause Thor products, values and merchandising will 
be still better in 1930. 


New members have been added to the line. For 
example, see the announcement on opposite page. 
A Thor double-benefit Health Lamp—which experts 
agree is a marvel—has been added to the line. And 
other startling developments which promise to revo- 
lutionize certain home laundry methods, will be an- 
nounced while 1930 is still young. 





And, we promise values which even we have never 
before been able to offer. Improvements and better- 
ments have been in the process of development for 
months .. . and they will not change the established 
Thor price range. 

Topping all, are merchandising and advertising 
plans which exceed in dramatic 
quality, in sales magnetism and 
in cost, anything ever before at- 
tempted in this industry. 


This is not merely an enthusi- 
astic opinion. It is backed by a 
million and a half dollars—which 
the Hurley Machine Company 
have appropriated to advertising 


Thor appliances in 1930. 


Complete details of this powerful campaign have 
been prepared in a comprehensive plan book which 
has been mailed to thousands of dealers. If you 
did not receive a copy, we shall be glad to send you 
the plans and specifications of the Thor advertising 
campaign for 1930. 


* * * 


Why not swim with the Thor tide in 1930? 


x* * * 


Mail the coupon on opposite page now—we will 


show you how! 





ere 


oa 


Rees 

















HARDWARE AGE for JANUARY 30, 1430 5 


Announcing the 








59 


De Luxe Agitator Washer 
with Monel Metal Tub 


ERE is Thor's first sensational an- 

nouncement for 1930—a DeLuxe 
companion of the famous Thor Porce- 
‘ain Tub Agitator washer. This DeLuxe 
Model has been designed and included 
in the Thor line to open new markets 
and new profit opportunities to Thor 
dealers. Retailing for $129.50, it is 
ideally suited for prospects who demand 
the finest—regardless of price. 


No illustration can do justice to its 
beauty. In every respect it is a master- 
piece of fine designing and an achieve- 
ment in washing machine engineering. 
The tub is of Monel Metal, which 
gives this washer all the beauty of fine 
silver. As you know, the beauty of 
Monel Metal is everlasting—a solid 
rustless metal whose lustre age cannot 
affect and which possesses extraordinary 
strength and durability. 





stamping providing absolute stability 
and protection from moisture and dirt. 

The swinging wringer is removable, 
reversible and all metal. It is cadmium 
plated and lacquered in Thor gray. Can 
be locked in 4 positions, balloon rolls 
12” x 2%”, safety release and single 
tension screw. Standard Thor No. 0 
Attachment Ironer fits this model. 

The Thor DeLuxe Washer weighs 
146 Ibs. (net) and is furnished with 
% H.P. General Electric motor or, at 
extra cost, with Gasoline Engine. 

Write for further particulars or ask 
your Thor jobber for details. 


HURLEY MACHINE COMPANY 
22nd Street and 54th Avenue 
Chicago, Illinois 

Gentlemen: Please send us further 


details on your 1930 plans, why 1930 is 
to be a Thor year and how we can take 





advantage of it, or 1) send us full particulars of your new 


The DeLuxe tub is mounted on heavy pressed steel base 
Monel Metal Tub Washer. 


with four pressed steel legs, electrically welded and riveted 
and finished in Thor gray lacquer. It has a capacity of six 
pounds. The mechanism is enclosed in cast iron and steel 
housing. All cut gears — splash lubrication — direct motor 
drive. The entire mechanism and motor is hung from base 
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Adequate Thor stocks are carried at all times in centrally located cities through- 
out the United States. No matter where you are located—from Canada to New 
Mexico, from Maine to California— you can get Thor appliances overnight. 


HURLEY MACHINE COMPANY 
22nd Street and 54th Avenue, Chicago, Illinois 
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(Photo Courtesy Westinghouse Lamp Co. ) 


Good lighting characterizes the Colonial living room illustrated. 


Hardware Merchants Should Profit 


cpg special work 
ealers “ar ’ such as type set- 
should from the Fact That—“Five Times as ting: doing 
find the recent regular produc- 


statement of 
electrical en- 
gineers, made 
during a meeting of the New York Section of the Ameri- 
can Institute of Electrical Engineers in New York City 
at the Westinghouse Institute, a very significant fact 
for them. The conclusions of the engineers were that: 
“The people of the United States can use to advantage 
more than five times as much light as they are using 
at present.” In effect, this statement simply means that 
the potential market for electrical goods is five times 
larger than it now exists. 

Further conclusions of the engineers were: “That the 
amount of electric light being used today is only 17 
per cent of the minimum recommended level, and but 
13 per cent of the probable level of greatest economic 
advantage,” continued the report on “How Much 
Light?” the first ever prepared on the subject, sub- 
mitted to the meeting by Frank W. Smith, chairman 
of the Lamp Committze of the National Electric Light 
Association, Arthur E. Allen, vice-president Westing- 
house Lamp Company, and E. E. Free, consulting en- 
gineer. These figures apply only to the indoor lighting 
of homes, factories, offices, etc., and take no account of 
the lighting of streets, highways, etc. With outdoor 
lighting included, it is evident that a very large field 
for expansion offers a splendid opportunity for develop- 
ment at the present time, without reference to future 
developments or other fields. 

The report analyzed the light needs of the human 
eye from the standpoints of perceiving objects; doing 


Much Light Is Needed” 
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tive work in fac- 
tories; compari- 
sons with day- 
light, for which the eye was created; and computations 
from the characteristics of the light perceiving elements 
in the retina of the eye. 

With data secured in these ways as a basis, the 
amount of light needed for each human occupation was 
determined, then the needs for the average family, and 
finally ‘for all the families in the country. 

It was estimated that the present consumption of elec- 
tricity for lighting purposes was 20 billion kilowatt- 
hours a year, but to secure the probable illumination level 
of greatest economic advantage the consumption at 
present would be approximately 151 billion kilowatt- 
hours annually. In other words, the American people 
would find it to their advantage if they increased the 
intensity of their present indoor lighting for all pur- 
poses by seven and one-half times. 

It stands to reason, that the more effort hardware 
dealers make to promote better lighting with improved 
facilities and additional outlets will result in increased 
sales of electrical supplies lamps and appliances, which 
are already an important and profitable line in most hard- 
ware stores. The mistake some persons make in being 
“light misers” is being stressed through many mediums 
and the added convenience and comfort provided by 
proper lighting is well known, as is the effect of poor or 
improper lighting in store windows and interiors. 
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You Offered Nuch 
Value in a Low- 
priced Washer 





Your Customers Will Appreciate These Features: 


TUB—Porcelain. Two coats of vitreous enamel in- SPLASH RING—Polished cast aluminum which 


side and out. Sanitary and easy to keep clean. adds sparkle to the duo-green beauty of this 
washer. 


BALLOON ROLL WRINGER—Full 2'%-inch 


ajloon rolls—the -ypper one extra soft to re- COVER—One-piece spun aluminum sorting-tray 
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move more water and teave the buttons ON. ete ae > oe 
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: 2 : 5 aie : SUPER-POWER UNI5—Fully enclosed) géat 
. CAST ALUMINUM “AGITATOR—Our exclu- case with alPparts runing in a bath of sil. Ma- 
sive patented tapered post type ~ fountain- chine-cut gears; ; -yringer ‘gears of drop-forged 
spray perforations: 2 ia steel, mpachine-gut and ‘Case hardened, Y% hp. 
95 5 ) 5 e) 5 “a — make — 
: te 9» : : 
The big "AMERICAN aegis , > ) OFHER) AMERICAN BEAUTY. 
agitator with its tapere Post spreads \ \_\”\ Pe a MODELS: 


the clothes and keeps them” ina floar? 
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) ANNo. 40 6-sheét copper tub, , $99.50 
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Sample TODAY. 


GETZ POWER 


. WASHER.CO. 
Zn = 4130 Walnut St. 
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ELECTRIC 


Cock 


SELLING 
TIME 


LECTRICALLY _ operated 
clocks, perfectly synchron- 
ized to assure accurate time 

and requiring no winding, adjust- 
ing or oiling, have opened up a new 
field for new hardware store profits. 
When they were first introduced, 
but a short time ago, they were 
rather expensive, but manufacturing 
economies resulting from mass pro- 
duction, in answer to a huge popu- 
lar demand, together with increased 
competition in the field, have made 
the present nominal] retail prices 
possible. Now, almost every home 
can afford an electric clock for the 
purchaser can tender a “ten-spot” 
and still receive some change, in ad- 
dition to a dependable timepiece of 
the most modern type. The popular 
price has, as it generally does, re- 
sulted in a popular demand, and 
wideawake hardware merchants 
have capitalized on the opportunity 
for additional profit with telling ef- 
fect. 

However, the sale of an electric 
clock can just as easily involve a 
sale amounting to a hundred dollars 
or over, if the customer is prepared 
to pay the price. At this point, it 
might be well to stress the fact that 





The interior display of electric clocks as it appears in the store operated by the 

Carlisle Hardware Co., Springfield, Mass., is shown in the above photograph, 

while a recent window display featuring electrical timepieces as arranged by. 
J. Russell & Co., Holyoke, Mass., is illustrated below. 


there are more people who are will- 
ing to spend a three-figure sum for 
an electric clock than most mer- 
chants imagine. People, as a rule, 
appreciate the value of having an 
accurate clock in the home, es- 
pecially one requiring no attention. 
At the same time they want it to 
harmonize with the furnishings of 
their home and particularly with the 
surroundings in the room where the 
clock will be used. As a good elec- 
tric clock is almost a lifetime prop- 
osition, this fact, augmented by the 
reasons enumerated, encourages 
most prospects to purchase clocks 
in keeping with their pocketbooks. 
If they can afford an expensive elec- 
tric clock, it is seldom they fail to 
buy it. 

Stuart A. Russell, manager of the 
retail department for the hardware 
firm of J. Russell & Co., Inc., Hol- 


yoke, Mass., related an experience 
in selling an electric clock, which 
bears out the foregoing statements. 
Mr. Russell summed it up in a few 
words by saying: “Yes, we are en- 
joying a good business in electric 
clocks. A couple of days ago we 
had a customer who paid $95 for an 
electric clock, and ‘he never batted 
an eye.’ An example of a recent 
window display of electric clocks 
installed by this firm has been used 
as an incidental illustration in con- 
nection with this article. The pho- 
tograph illustrates the display pos- 
sibilities of the line. 

Most hardware stores find ordi- 
nary-alarm clocks a fast-selling line 
which enables them to enjoy a quick 
turnover at a good profit. The same 
holds true of popular - priced 
watches. The addition of electric 
clocks to the stock, therefore, serves 
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ELECTRIC CLOCKS 
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to strengthen the hardware dealer’s 
position as a purveyor of timepieces. 
As the clocks are driven by electric 
energy, they are first cousins to the 
score or more of electric appliances 
carried in all first-class hardware 
stores and should, by all means, be 
included in the line. As they re- 
quire no servicing, adjusting, oiling 
or attention from the dealer, few 
causes for complaint are encountered 
after the sale is completed. 

Many different types are avail- 
able in mantel clocks both with and 
without chimes, alarm clocks, kitchen 
wall clocks and desk clocks. So 
styles are procurable for most every 
purpose. Where alternating current 
is not available, other models are 
made to operate on direct current. 
In rural sections, where electric 
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battery operated types are on the 
market. As the amount of current 
consumed by electric clocks is in- 
finitesimal, batteries supply the 
needed energy for a long period of 
time without replacement. On cur- 
rent-operated types the amount of 
current required is said to be so 
negligible that it scarcely turns the 
meter, which assures economy of 
operation, preventing sales resist- 
ance on this score. 

The Carlisle Hardware Co., 
Springfield, Mass., is another retail 
hardware concern who have capital- 
ized on the opportunity for addi- 
tional profit, through placing them- 
selves in a position to supply the 
existing demand for electric clocks. 
When this firm added the line to its 
stock an attractive window display, 


this issue, was used to herald the 
fact to window shoppers. Outline 
maps of the world were used as a 
background for the display, and the 
time in the principal city of each 
country was shown by electric clocks, 
which were affixed to the map. This 
resulted in a window having more 
than the ordinary interest and ap- 
peal. In addition to the window 
display, newspaper advertisements 
were used in conjunction. The in- 
terior display of electric clocks in 
the Carlisle store occupies a section 
of the modern, illuminated, open 
type, wall fixtures, near the main 
entrance and next to a comprehen- 
sive display of table electrical ap- 
pliances. As the two lines are di- 
rectly affiliated, this display method 
has been productive, also of sales of 
related electrical articles. 


lines have not as yet been erected, 


which is shown on page 55 of 
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A familiar sight in Springfield, IIl., is 
the delivery truck of the Schlitt Hard- 


ware Co. 


LECTRICAL refrigerators are featured promi- 
kK, nently on the delivery truck of the Schlitt Hard- 
ware Co., Springfield, Il. As usual there is a reason 
why the featured line is accorded a place of honor and 
is “head-lined” in bold letters on either side of the truck 
body. Electrical refrigerators deserve the honors, be- 


Electrical Goods Section 


cause the line is one of the most productive specialty 
lines sold by this progressive Illinois hardware firm. 

Aggressive selling and advertising methods are largely 
responsible for the success the firm is enjoying in mer- 
chandising electrical refrigeration. The fact that the 
concern uses every medium to keep their affiliation with 
electrical refrigerators constantly before the public, is 
evidenced by the lettering on the truck, which serves as a 
constant reminder. 

Deliveries play an important part in the services ren- 
dered by the majority of independent hardware dealers. 
Often though, sad as it is to relate, the conveyances used 
for the purpose, are neither an asset in appearance which 
does justice to the establishment it serves, nor do they 
often serve as a traveling billboard. A delivery truck 
in reality is an emissary for the firm it represents, and 
as such, it should convey in appearances, the business 
status of the store. Prospective patrons are apt to judge 
the store by the character and condition of its delivery 
equipment. Many good customers have never visited 
the stores they patronize, but transact their business over 
the telephone. Other persons are new comers in the 
locality and still others are total strangers. Such per- 
sons are almost certain to form an impression of your 
store from the appearance of the delivery truck and the 
demeanor of the truck driver. If a dilapidated truck is 
employed for deliveries, it is logical for persons who 
have never visited your store to assume that it must 
be in the same run-down and neglected condition. 
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The greatest of all im- 
provements in modern washers is the 
WOODROW Rustless Steel tub—the 
same durable, everlasting material that 
the world’s largest auto manufacturers are so strongly adver- 
tising on their 1930 cars. The tub is non-corrosive, stainless, 
and the metal being rustless throughout, there is no danger 
of surface deterioration, peeling, chipping, or other change. 
This great feature will be quickly welcomed, as the accept- 
ance of “stainless steels” by the housewife brings a new 
opportunity to you for greatly increased washer sales and 


profits. oie 
These additional sales features 
mark Woodrow superiority 
1 Latest design 
e wringer equip- 


4 CLEANSER 
e 
ped with new balloon 


creates an en- 
tirely 
type wringer rolls. 


new and unsur- 

passed washing action, 
2 Galvanneal Tub 
e jacket adds 


















giving greatest possible 
beauty, strength, protec- 


efficiency. 
tion and heat-retaining 


qualities. 
No center post— 


>. CLEANSER 


Lid involves new 
unique features. 


6 “WOODROW 
e Built” self-lubri- 
cated power transmis- 
sion assembly. (Built 


to last a lifetime. ) 








placed three inches off- 
Model 30 E fur- 


center. 
i. nished with a 


4-cycle gas engine 
mounted ON and IN 
an exclusive all steel 
VIBRATION DAMP.- 
ENER frame. 


Send Today. 


for complete information and details of the Model 
30 and Model 30 E WOODROW. Exceptional 
opportunities to dealers. 


Moderately priced 





— = ——T 
Woodrow Model 30 


Also furnished with gasoline en- 
E gine power. 





WOODROW WASHING MACHINE COMPANY 
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ASSOCIATED 
FACTORY 





DISTRIBUTORS 


At Albany 
WM. J. KATTREIN 
1031 Broadway 


At Baltimore 
W. B. MASLAND CO. 
105 East Franklin Street 


At Boston 
TUNG-SOL SALES CO., INC. 
221 Columbus Avenue 


At Charlotte 
S. L. BAGBY 
219 W. First Street 


At Chicago 
THE EKKO COMPANY 
111 West Monroe Street 


At Dallas 
THE FOLSOM CO. 
1410 Paterson Avenue 


At Detroit 
TUNG-SOL SALES CO. 
OF MICHIGAN 
4612 Woodward Avenue 


At Indianapolis 
H. J. ARENS CO., INC. 
202-4 S. Pennsylvania Street 


At Minneapolis 
A. A. HUME COMPANY 
104 N. Third Street 


At New York 
WIEDENBACH-BROWN CO., INC 
118 E. 25th Street 


At Philadelphia 
A. HOPKIN JR. COMPANY 
235 S. 8th Street 


At Rochester 
ERSKINE-HEALY, INC. 
420 St. Paul Street 









ILL now, geography has been expensive to thousands of 
dealers and jobbers. Each has been sornewhat at loss in time 
and in profit because the manufacturer was hundreds of 


miles away. 


The very worthiest of products needs occasional adjustment or re- 
placement. Certainly its merchandising implies men on the ground 
who are willing and capable of intelligent assistance to wholesaler 


and retailer. 


Such assistance is now assured to these business men in their handling 
of all products distributed by “ASSOCIATED FACTORY DISTRIBUTORS.” 
Functioning as twelve factory representatives in twelve important ter- 
ritories, carrying large stocks of various merchandise, the’” ASSOCIATED 
FACTORY DISTRIBUTORS” are prepared truly to assist dealer and jobber 
and jobber's salesman to increased profit. 


For a long time these twelve organizations have separately delivered 
such intimate cooperation in their territories. From this time forth, 
their effort widens in scope and is more than ever locally valuable. 


The so-called “gyp” will discover a wholehearted and financially 
formidable enemy in “ASSOCIATED FACTORY DISTRIBUTORS.” The 
wholesaler will have at close hand a manufacturer's personal repre- 
sentative who can make immediate decisions. The wholesaler’s sales- 
men will have intelligent, constant assistance. And the dealer will 
have a champion who is willing and ready to defend him, protect 
his profits and increase his turnover by unremitting, constructive 


helpfulness. 


NATIONAL GUARANTEES 
LOCALLY INTERPRETED 
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ASSOCIATED FACTORY DISTRIBUTORS 
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Tap The 
Radio Tube 


Replacement 


Market 


ONSERVATIVE estimates, 
as indicated by preliminary 
sales figures, shows _ that 
about 75,000,000 radio tubes were 
sold in 1929. Nearly three times as 
many tubes were sold for replace- 
ment purposes as were sold as ini- 
tial equipment for new sets. The 
market is increasing daily, and hard- 
ware dealers who have not yet added 
radio tubes to their stocks, regard- 
less of whether they handle radio 
sets or not, should carry and push 
the line without further procrasti- 
nation. Experience has shown that 
radio tubes are a very profitable and 
practical line for the hardware mer- 
chant to sponsor. A huge market 
exists at present, and every radio set 
sold means a replacement market for 
at least five tubes. Radio tubes are 
now sold over the counter in much 
the same manner as electric lamp 
bulbs and similar replacement mer- 
chandise, but because of a higher 
unit value they consequently furnish 
the opportunity for more profit. 
Radio tubes are a_ fast-selling 
item, requiring a minimum amount 
of display space and a compara- 
tively nominal investment. Some 
hardware merchants, who have in 
the past carried from eight to twelve 
different brands of radio tubes, are 
now concentrating their sales efforts 








The Smith-Winchester Co., Jackson, Mich., aroused interest in radio tubes 
through the modernistic window display illustrated above 


on fewer makes, and report im- 
proved results from the policy. 
The window display which ac- 
companies this article was recently 
used by the Smith-Winchester Com- 
pany, a hardware firm of Jackson, 
Mich. The modernistic motif of the 
display, and the spotlight which fo- 
cused attention on the large cut- 
out of a radio tube, resulted in an 


effective and appealing display, 


which stimulated the demand _ for 


radio tubes to a marked degree. An 


Aggressive hardware 
dealers, who are tak- 
ing advantage of the 
huge demand which 
resulted in 75,000.- 
000 radio tubes be- 
ing sold in 1929 are 
employing a new 
sales idea. They 
make it a point to 
convince radio own- 
ers of the advan- 
tages in replacing 
their radio tubes af- 
ter 1000 hours of 
service. Installing a 
new set of tubes and 
contrasting perform- 
ance with the re- 
results obtained with 
old tubes, generally 
serves to convince 
their tube prospects 
66 


extensive campaign of newspaper 
advertising was also used to supple- 
ment the window display. 

Hardware merchants should make 
it a point to explain to owners of 
radio sets that just because tubes 
do not necessarily cease to glow 
long after they have outlived their 
topnotch efficiency, the public has 
the bad habit of using radio tubes 
long beyond the economic span. A 
real attempt should be made to sell 
the idea of replacing radio tubes 
after 1000 hours of service. The 
spark plug manufacturers have sold 
the idea of changing spark plugs 
every 10,000 miles, because the 
sluggishness of worn spark plugs 
being readily apparent to the car 
owner. In the case of radio sets, 
weak vacuum tubes fail to impress 
the owner in the absence of a basis 
of comparison. However, if the 
set owner is provided with a com- 
plete set of fresh tubes, the con- 
trast is immediately apparent and 
a sale of new tubes is made. There 
is plenty of evidence that radio set 
owners are employing tubes for two 
or three thousand hours of service, 
or long after the filament or cathode 
emission, as well as other character 
istics, have changed for the worse. 

The radio tube merchandiser will, 
therefore, do well to demonstrate 
to the radio set owner how his tubes 
have become worn through constant 
use. A thousand hours, on the 
average, represents about six months 
of radio entertainment in the aver- 
age household today. This means 
that every radio set owner should 
be a customer for at least two sets 
of radio tubes during each year. 
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Companion to the new 
One Minute Model ‘‘99”’, 
is the One Minute 29-A. 
A machine that complete- 
ly satisfies those who insist 
on the very finest to be had 
in washing machine con- 
struction, performance, 
appearance and quality. 


A big success in washing 
machine sales in 1930 is 
yours with these master 
washers. Write or wire 
today for complete facts. 














A % H.P. port- 
able motor of 
popular type is 












shown at right. 
The photograph 
below illustrates a 
portable farm 
motor ready to 
drive farm ma- 
chinery 


Farmers Are 


Buying More 
Electric Motors 
Than Ever 


Before—Are 
You Selling 
Them? 


ARKED increases in the 
M use of electric motors by 

farmers are indicated in 
figures compiled by the manufac- 
turers. Sales show that almost twice 
as many motors. made for farm- 
chore purposes were sold last year 
as in the year preceding. The ex- 
tension of power lines into many 
rural sections, together with the fact 
that farmers are now accepting 
portable electric motors as an al- 
most indispensable necessity, where 
current is available is responsible 
for the doubled demand.  Hard- 
ware dealers in agricultural sections 








are in an espe- 
cially strategic 
position to capi- 
talize on the 
growing de- 
mand. In most 
instances hard- 
ware stores are 
the recognized 
headquarters for 
most other farm 
supplies, and, in 
addition, gen- 
erally specialize 
to a greater or 
less degree in 
electrical equipment of every re- 
quired type. 

As the hardware merchant, there- 
fore, has already established con- 
tact with a large following of farm 
patrons, and enjoys a reputation as 
an electrical equipment source of 
supply, he is in a dominant position 
to sell electrified farm equipment in 
his trade territory. 

There are two types of general 
purpose farm motors on the mar- 
ket—the small size % hp. or less 
and the larger size, consisting of 
3 to 7% hp. motors, which are usu- 
ally mounted on wheels or skids. One 
type of small portable outfit con- 
sists of a %4 hp. motor mounted on 
a tripod. This type has a gear re- 
duction and a three-step pulley. An- 
other consists of a '%4-hp. motor 
with a 4 to 1 reduction gearing, a 
two-step pulley, and a full-speed 
pulley on the other end of the 
motor, the whole being mounted on 
a platform. An outfit of the latter 
type is usually equipped with han- 
dles and weighs about 150 Ib. Many 
farm chores, such as operating the 
grindstone, washing machine and 
water pump, as well as driving the 
equipment used in the farm repair 
shop, is easily accomplished through 
using one of the 1% or %4-hp. mo- 
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tors of the type described for the 
tasks. 

Especial attention has been given 
to developing the larger sizes of 
portable farm motors to maximum 
efficiency under various operating 
conditions and with differing loads. 
This progress was a result of manu- 
facturers cooperating with State and 
nationally sponsored electrified agri- 
cultural projects, and a high degree 
of perfection has been attained. The 
common form of the 3 to 7%4-hp. 
motors consist of an 1800-r.p.m. re- 
versible, repulsion-induction motors, 
with protective devices, start and 
stop push-buttons and heavy cable 
for connections, mounted on two- 
wheeled trucks. 


Variati YNS in speed on the 
driven machine may be obtained by 
changing the size of the pulley on 
the motor and also on the driven 
machine. Some farmers have found 
a small block and tackle, or a fence 
stretcher, of service in securing the 
desired belt tension. In one type 
the tension is maintained by a tele- 
scoping tongue on the wheeled 
truck. Field experience has shown 
that it is not necessary to have the 
general purpose motor mounted on 
wheels as skids have proved just 
as satisfactory. All portable motor 
outfits of the larger type should be 
equipped with starting boxes and 
overload protection, and the pulleys 
should have faces of not less than 
6 in. and diameters of 5 in. or more. 
Endless 6-in. belts, 20 ft. or more 
in total length, and two lengths of 
cable 40 ft. in length, and the other 
10 ft. are generally recommended. 
At the present time sales figures 
indicate that the single-phase mo- 
tor is far the most popular type. 
The most popular rating is the 5-hp. 
size, while the 714-hp. is next in 
(Continued on page 70) 
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DeForest Elected President Institute of 


OLLOWING his election on Jan. 8, Dr. Lee 
Pverorect was installed in office as President of 

the Institute of Radio Engineers at a recent meeting 
of the Institute at its headquarters. Before an audience 
of distinguished radio engineers, the inventor of the 
audion or present-day vacuum tube and the acknowl- 
edged father of radio, delivered his inaugural address, 
commenting on the rapid rise of radio, and discussing 
its various phases, not hesitating to condemn certain 
practices in the broadcasting field with which he is not in 
sympathy, and decrying the lack of quality in talking 
pictures. 


Dz DEFOREST, himself the earliest broadcaster, 
having transmitted the voice of Caruso from the Metro- 
politan Opera House, launched into a discussion of 
sponsored programs, denouncing in bitter terms the evil 
days on which sponsored broadcasting has fallen, the 
crass, selfish, near-sighted, blatant advertising which is 
being fostered over the air in spite of the Federal Radio 
Commission’s orders, by avaricious stations, advertisers, 
and agencies. That this practice will in time kill public 
acceptance of broadcasting, Dr. DeForest is assured, the 
more so in the face of international programs, which 
will soon be a regular feature of radio. 

In conclusion, Dr. DeForest spuke of television, the 
latest development in the radio field, which must be 
carefully handled so that it may bloom into healthy 
maturity. The new President of the Institute of Radio 
Engineers closed his remarks with the plea that those 
in whose hands the destiny of radio rests realize the 
present shortcomings of the science and gird them- 
selves anew to blaze the trail still further in the cause 











of higher civilization and the welfare of mankind. 


Radio Engineers 





Dr. Lee DeForest, the inventor of the 
radio vacuum tube who was recently 
elected President of the Institute of 


Radio Engineers 





Farmers Are Buying More Electric Motors Than Ever Before 


favor, and the 3-hp. third in popu- 
larity. Geographically, the Middle- 
West district, with Chicago as its 
center, has used the largest number 
of farm motors. The next largest 
users are located in the west coast 
territory, in the district contingent 
to Philadelphia and in the Rocky 
Mountain region. 

The following suggested applica- 
tions of farm motors will give hard- 
ware merchants some conception as 
to their adaptability for performing 
farm tasks—features which are in 
reality selling points: Wood saws, 
cross and rip saws, pumping house 
service water, pumping farm ser- 


(Continued from page 69) 


vice water, ensilage cutters, hay 
hoists, grain and corn conveyors, 
stock-feed preparing and blending 
machinery, bone and green food cut- 
ters, grain cleaners, concrete mix- 
ers, grindstones, rock crushers, hull- 
ers, ice conveyors and hoists, group 
driven dairy machinery, group 
driven repair shop machinery, hay 
and straw balers, viners, cider mills, 
ice chippers, ice-cream freezers, 
blowers, sausage grinders, and fruit 
and vegetable graders. 

Some idea of the cost of operat- 
ing a 5-hp. motor is learned when 
it is stated that if it were carrying 
a full load, continuously for a 


eight-hour day, it would use 1 kw- 
hr. per horsepower hour. There- 
fore, in eight hours it would use 
40 kw-hr. On most applications, 
such as wood sawing, hay hoisting, 
silo filling and the like, the load is, 
of course, intermittent, and would 
run from 8 to 20 kw-hr. for eight 
hours of work. The fact that a spe- 
cial lower rate is usually made for 
power purposes on rural lines must 
be taken into consideration when 
computing the approximate cost of 
operation. This special rate per 
kilowatt-hour can be ascertained 
from the local power company. 
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Poole Electric Clocks 


Poole Electric Clocks are offered to the 
trade by Poole Clock Division, Morse 
Products Inc., Ithaca, N. Y. These clocks 
are operated by use of a flashlight battery. 





For use with direct or aiternating electric 
curent an adapter may be purchased at a 
slight additional cost. Poole clocks require 
no winding at any time. It is said by the 
manufacturer that this clock will keep time 
accurate to within one minute a month if 
correctly set by the user. 

These clocks are offered in a number of 
different styles, one of which is illustrated. 


New Playmayd Washer 

A new electric washing machine, the 
ABC Playmayd, has been developed by 
Altorfer Bros. Co., Peoria, Ili. This ma- 
chine has several new features. The tub 
is porcelain enamel inside and out, is fin- 
ished in buff stipple and has a brown base. 

The mechanism is in a single unit gear 
case and operates in a bath of oil. A gear 
of the automobile type starts and stops 








the machine. The wringer-dryer is rust- 
proof and self-adjusting. 

The agitator, which is all aluminum die- 
cast, operates in a channel countersunk 
in the bottom of the tub. This prevents 
clothes from getting under the agitator. 
Leakage is prevented by the use of a high 





center post above the water line, as pack- 
ing and stuffing boxes are eliminated. 

This washing machine has a capacity 
of 14 gal. of water and will take 60 Ib. 
of clothes per hour (dry weight). 





Proctor Automatic Toaster 


When toast has been made to the desired 
shade in this new Proctor automatic toast- 
er, a bright red light flares out from the 
bottom of the toaster, telling the user to 





remove the toast. However, should the toast 
not be removed, the thermostat in this 
toaster automatically switches on the de- 
sired amount of current to maintain the 
toast at serving temperature. 

The toaster automatically adjusts itself 
to the thin slice of bread or thick sand- 
wich. It toasts horizontally, is easy to 
clean, has a crumb tray, is attractive in 
appearance, and preheats quickly. This 
toaster can be set to toast to any desired 
shade. Proctor & Schwartz Electric Co., 
6612 Euclid Avenue, Cleveland, Ohio. 

The Proctor automatic toaster preheats 
quickly and is economical in the use of 
current, the manufacturer says. It is eas- 
ily cleaned by removing the neat crumb 
tray found below the heating grids. 














Flashing 8 "on ¢ Emporium 


Green Oak Leaf 









LAMPS 


Incandescent Lamps for 
Commercial, Household 
and Industrial Use. 


Manufactured by 
NILCO LAMP WORKS, INC. 


Licensed Under General Electric Company’s 
Incandescent Lamp Patents 


Pennsylvania 











SEAMLESS TUBING— 


Lengths and Coils 


Dehydrated Tubing for Refrigeration Use. 
“Extra Heavy” Tube for Oil Burner 


Immediate delivery. Send for prices. 


Installation 
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APPLICATIONS for 
DEALERSHIPS should be made 


promptly to The Frederick Co., 
Chicago, IIl. 


100 West Monroe Bldg. 
The 


™ WASHER 


A Maytag Product 
DESTINED to LEAD all WASHERS in its class. 














ECONOMY 


Kester for economy. On numerous soldering jobs, it saves 
the time and labor of searching for, handling, and apply- 
ing a separate flux. Simple, economical, perfect for every 
soldering need of mechanics, farmers, electricians, home 
handcraftsmen, housewives, boy builders—every hardware 
customer. Profit by stocking the complete, nationally ad- 
vertised line of Kester Flux-Core Solders. 


From all jobbers. 


Kester Solder Co., 4205 Wrightwood Ave., Chicago, Ill. 
Established 1899—Formerly Chicago Solder Co. 


| 4 ND 


FLU X-CORE 


SOLDER 


ACID-CORE ROSIN-CORE PASTE-CORE 
METAL MENDER RADIO SOLDER 
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Miayaote makes 


a hammer for every 
maninevery trade — 
more than 30 differ- 
ent styles in a wide 
range of weights 
make it possible to 


fill any request. 


More than 87 years of honest American 

quality have built up a demand for May- 

dole Hammers that is of real value to 

you. Don’t let your stock get low, your 

jobber can supply you with the styles 
and weights you need. 


Write for free supply of Pocket 
Handbooks 23 “C” 


SINCE 21843 


Maydole 
Hammers 


The David Maydole Hammer Co.,Norwich. NY 

















3622 





Whirldry Portable Washer 


The new Whirldry Portable Washer has 
been offered to the trade by the Whirldry 
Corp., New Haven, Conn. An outstand- 
ing feature of the machine is that it can 
also be used as a drying machine for the 
clothes washed in it. 

By raising the basket to a spinning po- 





sition, the machine is converted into a 





centrifugal dryer. The manufacturer claims 
that 80 per cent of the water is extracted 
by whirling the clothes in the same bas- 
ket in which they are washed. In drying 
the speed is 600 revolutions per minute. 
Overall height of the washer is 18 in., 
and the diameter is 16% in. Both the cover 
and tank are made of zinc-coated steel. 
The capacity of the tank is four gallons. 
Eight 34-in. rubber feet support the tank. 
A 1/15-h.p. Universal motor operates 
the washer. It is lubricated with semi- 
fluid oil by splash system. Between the 
tank and gear case is the oil and water 
separator space, making it impossible to 
get oil in the water or water in the gear 
space. A supply of grease sufficient for 
five years is packed in the mechanism. 
The washer is guaranteed for one year. 





New Universal Mixabeater 


A new electric motor-driven Universal 
kitchen appliance, the Mixabeater, is being 
produced by Landers, Frary & Clark, New 
Britain, Conn. It is specially made for 
beating, whipping and mixing in the kitchen 
and pantry. 

The rheostat switch is double and gives 








the twin beaters seven speeds, varying from 
| slow to fast. It may be operated only by 
| A.C. current. 
| silver mixing 
| Mixabeater. 





with 
small 


supplied 
is a 


pans 
One pan 


There are two solid nickel | 
each | 
sized | 


|one and the other is a large one, having | 


pages of one quart and three quarts. 
There is a supporting post so hinged 


that the height of the beaters may be 
changed. A cast iron base, finished in 
green enamel, supports the pan tray. 
Shaft drives on the beaters make cleaning 
an easy process. 

At the base the measurements are 95/16 
in. in length and 5 in. in width. The over- 
all height is 12%4 in. When packed one in 
a carton the weight is 10 Ib. 





Glass Lighting Fixture 


A new line of two piece glass lighting 
fixtures has been announced by Gillinder 
& Sons, Inc., Philadelphia, Pa. These were 
designed for use in the bathroom. 

These fixtures are furnished with an 
Association socket and special holder to 
keep the shade in place. Socket, wires, 
strap and an insulated nickel-plated pull 
chain are supplied with each fixture. A 








fibre seated ring fastens the shade to the 
holder. ; 

The over all length is 814 inches and the 
diameter of the base is 6 inches. Model 
D4139 illustrated here includes shade holder 
in white opal glass decorated with black 
lines. It is also manufactured with green 
and blue line decorations. 

This line of fixtures is packed in cartons 
of twelve. 





Fan Fits into Wall Bracket 


This 8-in. wall fan is said to be especial- 
ly suitable for use in bedroom or nursery. 
It is suspended by springs and fits into a 





wall bracket. Additional brackets are 
available for installation throughout the 
house, so that the fan can be used where 
desired. 

A swivel joint permits the fan to be 


tilted. The fan is finished in a soft sage 
green. Robbins & Myers, Inc., Springfield, 
Mass. 
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Nation-Wide Census of Distribution 
Will Provide Highly Important 
Knowledge 


(Continued from page 38) 


The first group of 12 supervisors who will have charge 
of the distribution and manufacture census in the large 
cities has already gone to headquarters and the field work 
will begin some time in February. In the business census, 
cities of more than 10,000 in population will be divided 
into about 80 working districts each of which will be in 
charge of a special experienced supervisor, detailed from 
the Washington office. 

In hardware the schedules will develop those stores which 
are definitely engaged in hardware lines, with their geo- 
graphic location, number, size, volume of sales, cash and 
credit, part and full time employment, salary payments, 
rents, interest on money borrowed for business, and 
other expenses. For larger stores, making annual sales in 
excess of $60,000, information will be sought as to the 
groups of commodities sold, and the hardware merchant 
will be asked to distinguish between sales in different lines, 
such as builders’ and shelf hardware, tools, heavy hard- 
ware, paints and varnishes, and glass, and also he will be 
asked as to whether he is selling in other lines, such as 
radio, stoves, etc. 

Manifestly, wholesalers and manufacturers will gain 
from a study of the returns of wholesalers and manufac- 
turers just as the retailers will benefit from the returns 
of other retailers. The wholesalers will learn what the 
consumer demands are in various parts of the country, 
what types of retail outlets there are for their goods in 
each section, and how such outlets compare as markets for 
their goods. They will also learn the extent to which retail 
sales are concentrated in the hands of various groups of 
retailers as classified either by size of business or type of 
trade. 

Manufacturers will gain added information regarding 
the numbers, types and sizes of retailers, wholesalers and 
other distributers in the country as a whole and in each 
of its geographic divisions. The census will show them the 
extent to which various types of goods are sold through 
all the regular channels, what part goes direct from manu- 
facturers to other manufacturers, to retailers or even to 
the ultimate consumers and what part is disposed of 
through manufacturers’ agents, etc. 

The census will give comprehensive information for the 
first time about the distribution of industrial goods or 
manufactured goods, the buyers of which are other manu- 
facturers rather than the ultimate consumers. These prod- 
ucts, it has been pointed out, are worth many billions of 
dollars, but so far little has been done to give the business 
world systematic information about their marketing such 
as will be developed by the census. 

It has been made clear also that farmers who have their 
own organized selling agencies can reap many of the same 
direct benefits enjoyed by manufacturers and that, further- 
more, anything that makes the national system of distribu- 
tion more efficient will help the agricultural community for 
it is generally recognized that expenses of distribution are 
matters of serious concern to the farmers. 

Finally, the consuming public will benefit fully as much 


from the census as the business men who are directly en- | 


gaged in or concerned with distribution. The benefit of 
improved business methods and operations which will result 
from the census, it is thoroughly realized, cannot all be 
kept for merchants and producers. It is proposed that a 
material part of the benefits must be passed on to the con- 
sumers either in the forms of lower prices or in the shape 
of better service. 

It is therefore readily seen that, if whole-hearted co- 
operation is given, the census will have a profound effect 
on the economic life in all elements of the nation to the 
advantage of all. 
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GEO. BAKER & SONS, INC. 
BROCKTON, MASS. 
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INSTALLED 


‘Sheer Comfort” Heat 
Regulator will do any- 
thing any other heat 
regulator will do—and 
more.’77 It gives completely automatic 
tem perature regulation over any coal, 
coke or gas burning, warm-air, hot-water 
or steam heating plant p/usfour exclusive 
safety features found in no other device. 
And it sells, installed, for one-half the 
price of any similar device on the market. 





Thousands have been installed—it is fool 
proof — trouble proof — nothing to oil — 








nothing ‘to require service. It is guaran- 
teed by this 40-year old manufacturer. 


“Sheer Comfort”? will make money for you for 9 
out of 10 home owners are prospects. There is no 
price competition—easy to install and exceptional 
profits for you... Get the ** Sheer Comfort” prop- 
osition from your jobber or write, 














H. M. SHEER COMPANY 
212 Hampshire St. Quincy, Hlinois 


SHEER ® 
COMFORT 


heat Regulator 









































Want a Good Hardware Salesman? 
The quickest way to locate one is through an ad 
in the “Classified Opportunities Section” of this 
paper. 
It’s the place where good hardware salesmen look 
first for real opportunities. 
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Barcelona Hedlite Heater 
A new, scientifically designed “Foca- 


lipse” heating unit is said to allow this 
Hedlite heater to provide an intense flood 
of penertating heat. The “Barcelona” 





model has a large 14-in. reflector finished 
in tarnish-proof chromeplate. 

The base is an attractive claw-foot de- 
sign and the guard can be easily removed. 
The heater is 1754 in. high, has a- capacity 
of 1000 watts, and can be furnished for 
105, 115 and 125 voltages. Edison Elec- 
tric Appliance Co., Inc., 5600 West Taylor 
Street, Chicago, III. 





New Hoover Accessory 


The Hoover Company, North Canton, 
Ohio, has recently announced the Hygi- 
enesac, a new sanitary dirt and dust bag. 
This bag is for use with current Hoover 
models 700 and 543 as well as all house- 
hold-size models made during the past 12 
years. 

The Hygienesac is made of a pulp-felt 
filtering fabric, so formed as to retain the 





-dust and dirt forced into it and yet provide 
free filtration of air. As the bag pressure 
of the Hygienesac is practically that of the 
\Norca-weave cloth bags, this bag can be 
used without lessening the performance of 
the cleaner. The company says it filters the 
air at the lowest bag pressure and, be- 
‘cause of its strength, does not require a 
surrounding cloth or supporting shield. 

At the base of the bag is sewed a valve 
which prevents the dust from spilling back 
into the machine, when the handle is raised 
cto storage position. The bag is removed by 





the use of a sliding clip at the top. Dust 
is emptied by gently shaking the bag. 

The bag, with the dirt that has been col- 
lected, may be burned after every cleaning, 
or it may be emptied and reused several 
times. The manufacturer says the bag has 
been made extremely tough and resistant to 
folding by a special treatment. 

It is optional with purchasers of models 
700 to 543 to be furnished with 10 Hygi- 
enesacs, the necessary adapter and support 
or with the standard bag of Norca-weave 
cloth. The new bags are put up in packages 
of 5 to sell as replacements, and in pack- 
ages of 10 with adapter and support to sell 
to present Hoover users. 





Double Lightning Arrester 


A new type lightning arrester for élec- 
tric radio sets has been perfected by L. S. 
Brach Mfg. Co., 127 Sussex Ave., Newark, 
N. J. It is called the Arres-tenna. 

The Arres-tenna contains the elements of 
two complete lightning arresters. One pro- 
tects the antenna circuit to the antenna 


To a Socket 


To Set Ground 
aN . 







To Se?) 
Antenna 
Post 
Post On Bottom 
Goe. To Ground 


gFrom 
Ovolts A.C 
or DC.SetKere 


coils and condensers. The other protects 
the 110-volt circuit to the power pack 

In addition to providing protection 
against lightning this new accessory can be 
utilized as a socket aerial. For dealer dem- 
onstration as well as for permanent loca- 
tion the Arres-tenna is a quickly installed 
and neat outlet for antenna, ground and 
power line. 





Universal Automatic Toaster 


This is an automatic toaster. Bread is 
placed in the rack and when tpasted to the 
desired shade, it slides out from the ele- 





ments. About one minute is needed to 
toast a slice of bread. A tray in the toaster 
rack catches all crumbs. The product is 
finished in non-tarnishing chromium plate. 
This Lafayette pattern toaster is 
equipped with 6 ft. of cord, push button 
switch on cord, black bakelite handles and 
has a capacity of 550 watts. Landers, 
Frary & Clark, New Britain, Conn. 








Westinghouse Sun Lamp 


A new sun lamp, generating an indoor 
ultra-violet light and which is said to pro- 
duce the same beneficial effects as natural 
sunlight, has been brought out by the West- 
inghouse Lamp Co., 150 Broadway, New 
York City. The type S-1 lamp in the unit 
is rated at 12 volts, 30 amp., and is made 
in a bulb of special ultra-vio'et transmit- 
ting glass. The bulb contains argon gas 
and a smail quantity of chemically pure 
mercury. The lead-in wires terminate in 
a pair of tungsten electrodes across which 
is shunted a tungsten filament. When the 
lamp is first lighted, it requires about 30 
volts and 9 amp. to heat the filament and 
start the arc between the electrodes. As 
soon as the arc has started, a specially de- 
signed transformer automatically lowers 
the voltage to 12 volts, thus preventing the 
lamp from burning out. The contour of 
the reflector, of special matte finish alum- 





inum, has been carefully designed so as to 
reflect the light in a moderately concen- 
trated beam yet to avoid any crossing of 
rays which would result in hot spots in the 
beam and cause over-exposure of small 
areas of the body. An outer shell covers 
the reflector and prevents direct contact 
with the reflector proper. The reflector 
opening is covered with a wire mesh in 
order to catch the hot glass should a bulb 
be accidentally broken while in use. 

The Sun Lamp standard has an antique 
ivory finish to harmonize with the furn- 
ishings of most any room. Since most of 
its weight is in the case, the lamp can not 
be easily overturned, and the rounded base 
facilitates moving it about. The lamp is 
easy to operate and needs no adjustment. 
It is only necessary to plug in at any 110- 
125 volt 50 to 60 cycle service outlet and 
then throw the switch. 
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General Wheelbarrows 


There is a general wheelbarrow for every pur- 
pose and every one a perfectly balanced, rigid 
durable wheelbarrow. 


Well advertised 
in leading jour- 
nals and a ready 
selling line for any hard- 
ware store. 








General Wheelbarrow Company 
Cleveland, Ohio 























Lead HeadNails 
50% PROFIT ON NAILS! 


and Repeat orders are almost Certain. 











DICKSON Compressed Lead Head Nails retail at 50% above 
your delivered cost. They run 9,000 to the keg (1% in.) 
ras against 5,600 cast-heads. Cover 60% more roofing to the 
pound. Yet cost no more per Keg! Add years to the life 
of steel roofing, as they afford a perfect seal to the nail holes. 


Made in 1%, 1%, 2 and 2% in. sizes, bright or galvanized. 
Send for sample and name of convenient jobber handling them. 


Dickson Weatherproof Nail Co. 
1013 Church St, Evanston, Ill. 











SE IALEGEM PRODUCTS 





DEALER 
CAMBRIA FENCE & STEEL FENCE POSTS 


OF INTEREST TO THE HARDWARE 


WIRE — Barbed, Barbless, Twisted; Processed, Bright, Galvanized 
NAILS—Cement-coated, Bright, Blued, Galvanized 
STAPLES — BALE TIES — BOLTS — NUTS — RIVETS 


Bethlehem Steel Company, General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, Washington, Atlanta, 
Pittsburgh, Buffalo, Cleveland, Cincinnati, Detroit, Chicago, St. Louis. 


Pacific Coast Distributor: Pacific Coast Steel Corporation, San Francisco, Los Angeles, 
Portland, Seattle, Honolulu. 












LA 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 

















The Big Need in 1930 


HIRTY leading retail authorities 

set down scientific merchandising 

methods as second in importance 
in a list of the ten most vital factors for 
successful retailing in 1930. Store layout 
that forces circulation of trade over the 
whole store and attractive display of 
more merchandise means increased 
patronage and more sales. The DU- 
LUTH Method of Hardware Merchan- 
dising increases sales 25% to 75%. It 
sells more goods, reduces stocks, cuts 
overhead, saves labor. Let us show you 
why it should pay you, as it pays others. 
Ask for our new booklet—“They Built 
a New Store.” 


DULUTH 
STORE EQUIPMENT 
DULUTH SHOW CASE CO. 


DULUTH, MINN. 


19 S. La Salle St. 
hicago 


101 Park Ave., 
New York, N. Y. 














The Powerful 
NEMCO 


The Nemco gives powerful leverage. No screw 
is too hard to drive or to remove; hardly a 
place inaccessible for it to work in. The 
Nemco is the great helper for the mechanic 
or home handy man. Most of your hardware 
customers are possible buyers of Nemco 
Screw Drivers. The Nemco is a specialized 
tool for added sales. 





The core is solid steel; handle insulated for 
electric and automotive work; the inter- 
changeable blades are of finest oil tempered 
tool steel. You can easily sell the Nemco. 
The display container helps. Order from your 
Jobber. 
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Heavy duty set 


10!” : 
NEMCO ENGINEERING CO. ‘érivers."™" 
Grand Rapids Michigan —and_handle, ‘in 
Tool Makers Since 1918 a 27s 
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BUY 
ATLAS TACKS 
€, SMALL NAILS 


THEY REMEMBER. 
WHERE THEY BOUGHT 
THEM ~~~ ~~~ EVERY 
TIME THEY USE THEM 











ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 








Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rat 1, 2,*0r represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores apie hardware and housefurnishings. 
Manufacturers’ Agents in S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers . 
indispensable in economic direct-by-mail promotion work and 

also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 








Tenth Edition. 


Published annually, $15.00 postpaid 
Hardware Age Verified List Department 
239 W. 39th St. 


New York, N. Y. 











| The 
Absent-Minded CONSUMER 






E comes into your 
store every day. 
There are a dozen 
things which he actually ;— 
needs besides the article 
for which he enters your 
store. Are you taking advantage of this potential sales Ree; 
sibility, as the chain stores do, through a comprehensive disp 

Or does your customer walk ‘out, unreminded of the things he 
needs? Modern merchandising demands display. That’s why 
Heller equipped and Heller renovated stores throughout the 
country are doubling their former business. Write for the Heller 
story—no obligation. Just pin this ad to your letterhead and 
mail—that’s all that’s necessary. 

Business 


nie KELLER 


W. C. HELLER & Co., 700 BRYANT ST. 
Montpelier, Ohio 


New York Office: 20 Vesey St., Suite 500. H-A 


Store 


Equipment 
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through on the 
trail of hack saw 


profits “—~ —, 

Backed by a sales plan that as- 
sures you of steadily increasing 
hack saw business from your 
own customers and prospects. 
Eager to drive in greater hack 
saw profits—these rangy Wolves 
of Lenox are attractively pack- 
aged in plaid. 


Get the details of this sales plan 


“The Teols in the Plaid Bex.’ 


American Saw & Mfg. Co. 
Springfield, Mass. 
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This Year 


1930 
let the big Allith 


Garage Door 
Hardware line roll 
you along to bigger 
and better profits 


For years Allith has gone for- 
ward on its own originality, 
careful study, better materi- 
als, and fine workmanship to 
make dealer profits easier and 


surer. 


DROP US A 
LINE TODAY! 


Allith-Prouty Company 
DANVILLE ILLINOIS 


Manufacturers of 


Garage Door Hardware Fire Door Hardware 

Rolling Ladders Overhead Carriers 

Spring Hing oor Hangers 

Airport Door Hardware Malleable tron Washers 

industrial Door Hardware Stadium Seat Brackets 
Certified Malleable fron Castings 























Under 


Never a squeak Millions of 


nor a groan 
comes from the F ootsteps 7 
hardwood floor 

that is fastened with Reading Cut Flooring 
Nails. Even under millions of footsteps 
the boards will not loosen. Reading Cut 
Nails, with their greater gripping power, 
stay tight—until the floor itself is worn out! 


Reading Cut Flooring Nails are espe- 
cially desirable .for fine flooring jobs, 
where a lastingly smooth and beautiful 
surface is the aim. Our illustrated catalog 
gives valuable information about Reading 
Cut Nails—send for it today. 


READING IRON COMPANY 


Reading, Pennsylvania 


Atlanta Cincinnati Pittsburgh Seattle 
Baltimore Detroit Cleveland Philadelphia 
Boston Houston St. Louis New Orleans 
Buffalo Los Angeles Tulsa Kansas City 
Chicago New York San Francisco 


READING 
<UT NAILS 
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it 
The red, white and blue Tape-Marker in 
one of the strands is the manufacturer’s 


GUA RANTEE of QUALITY 


Your customers will appreciate the Quality in 
Columbian. Write for a combed out sample. 
Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


Branches:— 
New York Chicago Boston New Orleans 


Columbian (27“r., Rope 


FEATURES that sell ovens 


Nesco ovens are quality ovens. 
Sell easier because built to last. 
Full tin lined —double walls, as- 
bestos insulated — heat indicator 
—air circulation—heat deflector 
—two locks. Specify *‘Nesco” 
to your jobber. 

Nationa ENAMELING AND 

Stampinc Company, Inc. 


13 12th St., Milwaukee, Wis. 


yf 1 @ 0, 
OS Dy te 


Philadelphia 




















The Nationally 
Advertised Trade Mark 








Have eleven 
specific and 
distinct 
advan- 
tages and 
every one a 
selling argu- 
ment. Write 
for literature. 











General Wheelbarrow Company, Cleveland, Ohio 
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SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Jet) 5 OO) 9d) 


SAMSON SPOT, PHOENIX and SACHEM brands 


rr Vaohsetnietelerteckelaeltr litem lates tastatle tatty 
“There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 





ARMSTRONG BROS. Improved 
All Steel PIPE WRENCH 


Improved ball and socket action elimi- 
nates usual “‘frame.’”’ Nut cannot fall 
out. Side pull strain taken up by 
forged lugs. No exposed 
springs. Replaceable Tool 
Steel Jaws 























You will thrill at the 
“feel” of this wrench— 
at its exceptional strength, 
simplicity, and efficiency. It 
is truly an improved tool typi- 
cal of the ARMSTRONG BROS. 
Line of Better Pipe Tools. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 


Write for 
Catalog 
P-10 














THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 











PRENTISS VISES 
CHENEY NAILERS 
CHENEY HAMMERS 


Quality tools that build profitable 
business for you. 


Send for our latest catalogs—now. 


PRENTISS VISE CO. 
106-110 Lafayette St. New York 








Now, More Than Ever Before 


it is essential that you study your 
Market Report carefully and con- 
sistently. Every important price 
change in the trade is recorded in 
these columns weekly. 


The MARKET REPORTS as found 
in HARDWARE AGE are the most 
authentic published. 


Use them as a buying guide. 


























ROB is 
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WHAT ABOUT 1930? 


You can do a Bigger and Better business by featur- 
ing the famous 


IVER JOHNSON 


LINE OF 


BICYCLES, VELOCIPEDES 
and JUNIORCYCLES 


Write for Proposition C. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 
NEW YORK CHICAGO OGDEN, UTAH 
151 Chambers Street 108 W. Lake Street 2327 Grant Ave. 


SAN FRANCISCO 
717 Market Street 









READY FOR YOU~ 
This New Hall Catalog 
of Profit-Making Items 





UST out; the 1930 Hall catalog. 

Send for your copy today. Free to 
hardware dealers. Abundantly and 
accurately illustrated. Features of 
each item fully described. 


Hardware dealers everywhere have been wait- 
ing for the 1930 edition of the Hall catalog. 
Experience has taught them to regard each 
Hall item as a real profit-maker. Don’t miss 
this opportunity to get this Hall catalog. 
Write for it today. 


HALL MANUFACTURING CO., Cedar Rapids, Iowa 





s 





Robertson “Horseshoe Magnet” Hammer 


$ 
THE TACK 
The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 




















Same and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 
Sole Manufacturer 





Osborne High Grade Punches 





Belt Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 
e Remember on Fy ae one bee a - oa = 
‘acturing experience, employ 0 skilled workmen a use 
finest quality of materials. 

We ctand back of every tool we make. Try as. 


Write for Catalog. 


©. 5. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








“IVES” Patent Ventilating Lock 


bE 


Showing Window Menafecturers of Showing Window 
Closed. Open. 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 





A lot of bus- 


ness friction 1s preventable 


When a salesperson’s arguments rub against a 
customer’s expressed preference, friction is bound 
to result. A good stock of nationally advertised 
products, such as 3-in-One, prevents friction— 
sales resistance. 


With the big mark-up on ever popular, ever repeatin 
3-in-One, there’s no reason in the world to pus 
unknown, inferior oils. 


»@ 
‘In-Une 
Made Since 1894 
THREE-IN-ONE OIL CO., 130 William St., New York, N. Y. 


NR217 
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— t—}+—}— Insure perfect shelf service for any / 

= = line of merchandise. Deep tread steps, hf, Y 

= = properly spaced, with convenient full 
= JS copy length handholds on both sides of / 
<< ladder permit mounting or descending 


with ease. Both hands free to remove 
or replace sto k without danger of fall- 
Ing. Cushioned Tired Troltey und Truck Wheels elim- py 
inate noise and prevent vibration. Erection as simple /// 
as A,B,C. Utilize small space. Make top shelves 
safely available for stock purposes. One style— ) 
neat of design—nicely finished —any height ceil- f 
ing. Thousands in use. Circular on request. (Y 


me RE.MYERS & 3RO.co. 
ASHLAND, OHIO. 








PUMPS-WATER SYSTE MS=HAY TOOLS - DOOR HANGERS 


Extra Dealer Profits 


This unique 
Style eg”? 
Display makes 

quick sales of 












Moore Push-Pins 
Decorative Moore Push-Pins 
Moore Picture Hangers 


World-famous devices to Hang up things. Your jobber will 
supply you promptly. 


MOORE PUSH-PIN COMPANY 


Wayne Junction, Philadelphia 




















80 HARDWARE AGE for JANUARY 30, 1930 








Classified Opportunities 





Use the “Classified 





ities Section” to reach Hardware Manufacturers, 


Opportunities 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 











Classified Advertising Rates Dpaeme DISPLAY RATES Positions Wanted Advertisements 
O ity Exct Rentinn UP eee. 50% off rates quoted 
Each additional imch.............. €.00 aaa your eéverti nts and replies te 
Get Solid, Minimum of 5 lines... .$3.00 Hardware Ase. —e > ye 
Mack ed@iticnal Hne............ 29 | Discoumes for Clasifed Advetsing | UO “Si 


All Capitals, Minimum of 5 lines.. 4.00 
Rech additional line............ 80 
Average 10 words to a line 
Allew One Line for Keyed Address 


eevee 





4 insertions, 10% per 8 insertions, 158% 
° 
Remittance Must Accompany Order 





Harpwars Acs is published each Thursday. 
Forms close Nine Days previous to date ef 
publication. 





Samples of merchandise, literature, <i Bn yroeay Bose than ordinary reforwarding postage should not 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








FOR SALE 


A 25 year old retail hardware and distribution house. Located 
in a splendid midwestern industrial, jobbing and school town with 
a fine surrounding territory. The store has been a consistent 
money maker, but the owner is unable to direct its affairs. If 
you have $25,000 and want to invest in a real opportunity write 
Box 1-686, care of HARDWARE AGE, New York City. References 





Required. 











For Sale At A Sacrifice 


83-5 Walker Street, between Broadway and Lafayette. 
Best wholesale hardware block in New York. I.R.T. and B.M.T. 
subway stations within a block. Two connected 5-story and base- 
ment store and loft buildings on lot, 48’ x 100’. Can be sold to- 
gether or separately. Complete possession May 1st. Address, Owner, 
P. O. Box 6, City Hall Station, New York. 














MANUFACTURER WANTS LINES 


Manufacturer and distributer of responsibility with good facilities wants 
to augment line with products preferably adapted to the hardware trade. 
Can take over sole distribution, and manufacturing if desired. Will econ- 
sider purchase of patents or manufacture on royalty basis, or purchase of 
any going plant. All communications stri confidential. Write Mr. & 


eare of M. Weingarten Advertising Agency, 45 West 34th St., New Y 











| NN 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BEVERY APPLIOANT INVESTIGATED AND GUARANTEED 
FOR THN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 


be a 











SALESMANAGER 


Thoroughly conversant national distribution problems. 
Organized and controlled staff of men selling hardware 
jobbers and retailers throughout United States. Have 
traveled extensively. Plenty of initiative and personality. 
Age 35, highly indorsed, location immaterial. Replies 
treated confidential. Address Box |I-693, care of Hardware 
Age, New York City. 














& 





WILL SELL thriving hardware business in heart of best irrigated sec- 
tion in Colorado. Fine, clean stock; inventory about 6,000; fixtures, etc. 
ogy sales $19,000 to $20,000. Beautiful town of 1500; short distance 
rom famous National Parks. Address Box 1-670, care of HaRpWARE AcE, 
New York City. 





Price very reasonable. Growing 
35 minutes from New York, at 
Address Box I-685, 


FOR SALE: Hardware Business. 
town on South Shore of Long Island. 
Railroad Station. Owner going in other business. 
care of HarpwAre Ace, New York City. 





WANT TO BUY RETAIL HARDWARE STORE located in or near 
the State of New York, town of not over 2000 a not near large 
city, stock inventory about $6,000.00. Address Box 1-662, care of Harp- 
ware AcE, New York City. 


POSITIONS WANTED 


EXPERIENCED ADVERTISING MAN. Is available on part time 
basis for non-competing manufacturers in southern New England or 
vicinity of New York City. Can take entire charge of preparation and 
production of advertising and display material. Has thorough knowledge 
of magazines and trade papers, catalog production, engraving and printing 
rocesses. Address Box I-689, care of Harpware AGE, 239 W. 39th St., 
New York City. 








POSITION with responsible wholesale or retail hardware company offer- 
ing advancement. Familiar with hardware, paints, mill supplies, sporting 
goods. Twelve years’ experience. Salesman, window trimmer_and ship- 

ing clerk. Married, age thirty-two, strictly sober, dependable. References. 
Bouth preferred. Address Box 1-681, care of HarpwAre Ace, New York 


City. 





HARDWARE MAN, twenty years’ retail experience in managing, buy- 
ing, selling hardware general merchandise. Past six years general hard- 
ware. Capable of taking responsible position as experience covers book- 
keeping and business details. Age 45; best of reference. Address Box 
1-671, care of Harpware Ace, New York City. 





HELP WANTED 





WANTED: Builders’ Hardware Department head. Must be fully 
qualified, both to buy and sell, figure plans on large work take entire 
charge of every operation in the department. Excellent opportunity for 
the right man. Do not answer unless you are thoroughly familiar with 
standard lines and large contract work. Address Box I-691, care of 
Harpware Ace, New York City. 





SALES ACCOUNTS WANTED 











POSITION DESIRED in Oklahoma by a young married man with 
family having ten years hardware training. fealer a place where an 
investment can be made out of salary. Employed at present as an execu- 

tive. Write me what you have to offer. Future and not salary is main 

pout of changing. Address Box I-692, care of HArpware AGE, New 
or. ity, 





WISH POSITION with manufacturer or jobber in Chicago Territory. 
Know the trade and General Hardware and Paint Business. Honest, 
steady and reliable, willing to do some traveling. Address Box 7361-A, 
care of Harpware Acez, Otis Bldg., Chicago, Ill 





zs) 


SALES ACCOUNTS WANTED 


CANADIAN 
HARDWARE REPRESENTATIVE 
SEEKS ADDITIONAL LINE FOR ONTARIO 
Excellent connections with Jobbers, leading Hardware and Chain 
Stores. Only good reputable line considered. Address Box I-687, 
care of Hardware Age, New York. 
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Classified Opportunities 





SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 








Sales Connection 


with future with reputable hardware or tool manufacturer, 
familiar with trade Illinois, Indiana, lowa, Wisconsin, Ken- 
tucky, married, worker, reference, Chicago headquarters. 
Address Box I-688, care of HARDWARE AGE, New York City. 


Young Man, Experienced, Desires 











MANUFACTURERS REPRESENTATIVE 
SEEKS ADDITIONAL LINE FOR NEW YORK 


hardware, 


A substantial reputation. Sixteen years contact leadin 
ew Jersey, 


housefurnishing, and paint jobbers, New York State, 
Philadelphia, Baltimore, Washington, D. C. Address— 


Edward Weingarten, 100 Amsterdam Avenue, New York City. 


= 
— 














I COVER New Jersey, North of Trenton; Eastern Pennsylvania and 
Southern New York State, selling Hardware and Housefurnishing trades. 
Want worth-while additional line. No advances sought, some established 
trade desirable. Address Box 1-683, care of Harpware Ace, New York 


City. 


SALES ACCOUNTS WANTED by well established organization _lines 
to sell Hardware and Mill Supply jobbers in States of Louisiana, Texas, 
Mississippi, Arkansas and Alabama. Salary or commission basis. Refer- 
“— exchanged. Address Box I-673, care of Harpware AGE, New York 

ity. 


SALES REPRESENTATIVES WANTED 


_ SALESMAN WANTED—One desirous of taking on Woodenware as a 
side line to Housefurnishing and Hardware Store trade in Metropolitan 
District. Teepe-Whitney Corporation, Vernon & Nott Avenues, Long 
Island City, N. Y. 











SALES REPRESENTATIVES WANTED. Traveling salesman experi- 
enced in builders’ hardware, should be familiar with dealers’ stock prob- 
lems and store sales methods and be able to assist in securing contracts. 
Ability to read blue prints and schedule hardware necessary. Should be 
active, energetic and interested in making the best possible record in his 
territory. Give full particulars including experience and territory covered 
in first letter. Photograph desired. All replies will be held in strict 
confidence. Address P. & F. Corbin Division, Lock Drawer 1019, New 
Britain, Conn. 





WANTED commission men acquainted with the hardware department 
store trade to sell our line of hardware, house furnishing goods and.cut- 
lery on a commission basis in the following States: Tennessee, Kentucky, 
Virginia, North and South Carolina, Georgia, Florida, and Minnesota. 
Address Box I-690, care of HARpware AcE, New York City. 








JOBBER REQUIRES SALESMAN tto cover Rockland, Orange and 
Sullivan Counties, New York. Preference given to man with retail hard- 
ware store experience, residing in the territory. Apply by letter only to 
Sales Manager, Igoe Brothers, 61 Metropolitan Ave., Brooklyn, N 





WANTED SALESMEN—To sell hardware, furniture or other dealers 
high grade special sale day items. Profitable side line. Liberal com- 
missions paid each week on accepted one. Write for details. Royal 
Manufacturing Co., 1721 Canton Ave., Toledo, Ohio. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware AGz, New York City. 





WANTED—Salesmen calling on hardware stores, housefurnishing trade, 
department stores and jobbers to handle as side line our braided novelty 
rugs; large commission. Wilkens Mfg. Corp., White Plains, New York. 





ROPE SALESMEN WANTED—100 per cent pure Manila rope 17c. Ib. 
basis. Fast selling side line, five per cent commission. UNITED FIBRE 
COMPANY, 82 South Street, New York City (Foot of Wall St., and 
East River). 








REPRESENTATIVES WANTED—Salesmen calling on hardware job- 
bers to handle builders’ hardware specialty as a side_line on commission 
basis. Sure Latch Mfg. Company, 2505 Smalley Ct., Chicago, Ill. 











tunities. 


Try it and see. 


Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,” were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go”’ for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Address— 


Hardware Age, 239 West 39th St.,New York 


“‘Classified Opportunities Section”’ 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 
i made for errors or failure to insert. 


No allowance will be 


Bvery care will be taken to index correctly. 
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Steady Mechanic 
Customers All Want 
These Screw Drivers 


Correct in every ounce and 
inch, they are made to stand 
unlimited abuse and give per- 
fect service. Drop-forged from 


KILBORN STEEL 


—toughest steel known. 
Handles stay put and do not 
blister. Blades cannot turn. 
“Steel Rod” Handle Duco 
green, “Imperial” handle 
black walnut. 


THE GREEN LINE 


includes Punches, Box Hooks, Drills, 
Cold Chisels, Screw Drivers, Offset 
Screw Drivers, Screw Driver Bits 
and many other quality tools. 











STEEL ROD 
Send for Complete Catalog. (MPERIAL 


THE KILBORN & BISHOP CO. 
196 Chapel Street, New Haven, Conn. 
Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. S. Pat. Office 






















DOMES of SILENCE 


Customers gladly invest Ten Cents for a set 
of Domes of Silence which often save many 
dollars in replacement of fine furniture. They 
let a chair slide—in any direction—at a mere 
touch. They give furniture 
three times the life. 


And the convenient little 
package helps the sales. 





If Your Jobber Cannot Supply 
You—Write Us Direct 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 













FORSTNER 
Labor Saving 


AUGER BIT 


Bores Any Arc 
of a Circle 












Many 
New Uses 


The Forstner Auger Bit, 


lathe tool combined. For core boxes, 


ribbon molding and mortising. 
Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


Thenetting 
with the Roos- 
ter label—Supe- 
rior Brand — is 
always a qual- 
ity product. 
Straight selvage. 
Evenly woven 
mesh. Bright 
heavy galvaniz- 
ing. 

Superior Brand 
costs no more. 


G. F, Wright Steel 
& Wire Co. 


Worcester, Mass. 


BRAND 


SUPERIOR 











like other bits, is guided by its 

circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 





PB " and _ delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
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The LOCK | 
of LOCKS 


The Hurd Dollar Lock is 
dominating the dollar field,— 
preferred to ordinary locks 
costing twice this price, be- 
cause it is a Hurd,—and cutter- 
proof! If you are not count- 
ing profits on this lock write 


DoH 


us at once. : 


The Hurd line isa 
Money Maker! 








Saw 
File 


ROUND BRONZE BODY 
PADLOCKS 





HURD SNAP LOCKS 


Machined to exceptionally 
close limits from solid 
bar bronze. Pin tumbler 


wy ES These Locks are cut from solid 
- Se 2B bar bronze, of exceptionally neat 
= = appearance and are well adapted 


for general use. Pin tumbler key 
















4 key mechanism. Shackles 
i are made from specially nUee EY nape mechanism. No. 230 and 235 " 
| hardened, saw- file- and con Pe sop ype tle sn Feed lo, 
| % osses P ’ be Maste Key n_ series A G 
| cutter-proof steel. Special Possessing all the pro of 25; No. 220 cannot be Master yr Jie | 
i designs make gy tective features of the Keyed. i 
j sible to open the lock Hurd Li if , esi s ” ; 
| by hammering and jar- rd ee No, p2t—hody, 1%", shackle 
File-Proof, and Cutter- . et aS List each $1.25 
ring. Available in reg- 5 No. 225—body 1%” hackl |, ° 
ly %”, shackle Aye 
ular and long shackle Proof. Staple of Hurd oT ge List each $1.75 KrHor 
styles, in various sizes Special Alloy. Whole No. SS igs me shackle R , 
listi from . § Eee ast eacl $2.25 
ra a - ian vd hasp hardened and rust: No. 235—body 2%", shackle 
eshte hale a aelllis proofed with a silver Wo ccceee List each $9.7 
Master-Keyed. udylited finish. Packed: Each in individual box. 
Six boxes to a carton. 





j 
j 
j 
j 
i 
i 
} 
i 
| 
j 
| 


E. P. HURD - Lock Builder - DETROIT, MICH. 
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New Items with New 
Possibilities for PROFITS! 
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Over a half- 





kee \ The improved Doo-Klip Grass Shear, improved What does it 
iad the Doo-Klip Pruner and the new Doo-Klip Long mae hg you to 
as wake Handle Grass Shear are three outstanding j be able he Pal 
Doo-Klip Grass profit building products for your 1930 4 Of cure merc - oe 
~ egg PO seth tall stocks. They have proven customer ac- se that sells rg 
seiaeatik teneustekadeailind ceptance. They are hacked by real ij pays you a oa 
rnp t sagittal advertising and sales helps. Every than average profit: 


one of these items embodies rea! 








to the consumer for 





$1.50 quality in material, workman- } Our Doo-Klip products 

: ship and engineering de- are really non-competitive 

The Doo-Klip Pruner is sign. Best of all from because they are sold only 
modern in idea, cuts on the the dealer’s  stand- by independent stores like 
proper diagonal, minimizes point—they show a J your own. No destructive 
bruising and does all small prun real margin of competition from mail-order 


















ing perfectly. It, too, has a re- profit. 


tail price of 
$1.50 


And now the new Doo-Klip Long 
Handle Grass Shear—to do perfect 
grass cutting and to fill the long existent 
demand for a back and leg saving lawn 
trimmer. 


ganizations. 


You want it! We have it! 


$2.50 


SALES HELPS—We offer you 
a beautiful window trim, coun- 
ter display cards and attractive 
folders for counter distribution 
to help you sell Doo-Klips. 











DOO-KLIP ADVERTISING Doo-Klips of your 
will reach over 40,000,000 
buyers during the Spring and 


Summer season. 


% DOO Klip ox 


Made by The Alliance Manufacturing Co. “! 




















Do it now! 





or chain stores with their cuts 
on standard priced goods. 


We neither sell nor solicit such or- 


We believe that our merchandise, backed 
by such a policy, will pay you dividends. 


JOBBERS — Our sales policy 
depends on you for distribution. 
Get full information. 





DEALERS — Inquire about 


jobber, or 


write us for full particulars and 
name of jobber nearest you. 


liance 
LO} atte) 





